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A Story Teller! 


In no way can you so well 
reach, upon a confidential 
footing, those who preside 
over home and household 
as when introduced by a 
good Short Story, well told. 


With Our Help | 


you can at any time put on 

paper both good stories and 

on your own. special talks to 

¢ «47.9. matrons “and maids, young 

* and_not-s6" young. 
Newspapers especially adapt- 
ed for any line of business 
made to order at short notice. 
Special estimates on large 
quantities. 





UNION PRINTING COMPANY 


15 Vandewater Street, 
NEW YORK CITY. 


Special Newspaper and 
Magazine 
Editors and Printers. 
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ADVERTISING NEW YORK. 


HOW THE MERCHANTS’ ASSOCIATION 
IS BRINGING THE ADVANTAGES OF 
THE METROPOLIS AS A TRADING 
CENTER TO PUBLIC ATTENTION, 





The fundamental principle of the 
Merchants’ Association of New York, 
which was organized last spring, is 
“to foster the trade and commerce of 


New York,” a motive which was.’ 
The incorpo- 


adopted as its motto, 
ration and election of officers took place 
on the roth of June, and on the Ist of 
uly its present quarters were taken. 
hese are spacious apartments on the 
ground floor of the New York Life In- 
surance Building, at 346 Broadway. 
They have been fitted up sumptuously, 
and at all times present a scene of 
bustling activity. The active mem- 
bership now comprises merchants and 
manufacturers of Greater New York to 
the number of about 1,200, These 
pay an annual due of $25, and are en- 
titled to vote and hold office. The 
honorary membership is comprised of 
non-resident merchants, numbering 
more than 27,000, scattered all over 
the Union, These pay no dues, but 
obtain some decided advantages, such 
as reductions of fare to and from their 
homes, and the free use of the rooms 
for business purposes. Such use em- 
braces telephone and telegraph facili- 
ties, a complete office, and an informa- 
tion bureau. The underlying idea in 
fostering New York’s trade, lies in 
bringing out-of-town merchants into 
close contact with the city and markets 
of New York. The main labors of 
the association have been in the dis- 
semination of literature to impress 
upon people all over the country ‘‘ the 
supremacy of New York asa financial, 
commercial and manufacturing cen- 
ter.” The main agent in this direc- 
tion is a pamphlet, handsomely gotten 
PH illustrating by what may be termed 

jeotelessons, some of thefiost re- 
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markable facts regarding the wonder- 
ful city in which we live. From this 
book it appears that New York’s an- 
nual business is nearly twice as much 
as the annual business of the next 43 
biggest cities in America, In figures 
the amount of total check of New 
York would be $37,660,686,572, while 
the total check of the other 43 cities 
(these are ail that have clearing houses) 
would be $21,184, 593,033. 

The pamphlet gives the fact strik- 
ingly by reproducing checks of rela- 
tive size with this information : 

New York’s check, $37,660,686,572 ; Bos- 
ton's check, $5,102,281,307 ; Chicago’s check, 
$3,907,046,000 ; Philadel hia’s check, $2,7555- 

30735; St. Louis’ check, $1,094,037,086 ; 

an Francisco’s hoe maint ted ti- 
more’s check, $740,065,768. 

This is its presentation of compar- 
ative im : 

N ' x 
Bi Sn Sap cama nen hy ma 
eco; Philadelphia’s steamship imports, 
$43, ; San Francisco’s steamship im- 
ports, $41,. ; Chicago’s steamship im- 
ports, nen Baltimore’s steamship 
imports, $13,476,000. 

In goes on in the same wise about 
manufactures, giving results first on 
these in the aggregate and then indi- 
vidualizing, from which it would ap- 
pear that New York leads in2gr classes 
out of the 312 classes in which it is 
represented. 

Of course all this, while extremely 
interesting, has a set purpose, and that 
purpose is to demonstrate to the out- 
of-town merchant the advantage of 
buying in the market which produces 
an po, Ve of such a preponderance 
of merchandise. ae 

In addition to this pamphlet, the 
Association has sent out various kinds 
of minor import, and its energies are 
now bent on the ambitious book which 
is to be given to the world in the 
spring. It is to ‘be entiled ‘‘ New 

ork: Picturesque ; Spectacular; Ar- 
tistic.” It is stated that this is not to 
be a guide-book, nor an od vertisite 
scheme—in fact, that no paid - 
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tising is to be given place. Among its 
rominent features are to be profuse 
illustration and description, It is in- 
tended to publish a first edition of 
150,000, and they are not to be sold, 
but given away as the Association 
shall determine. The best artists and 
literateurs are already engaged in the 
preparation of the volume. 

When the Association began it en- 
listed the press. This has co-operated, 
as the siicers say, most generously. 
Regarding this point a recent report 
states: ‘‘ The Association has given to 
the public day by day all the details of 
what ithasdone. Whenit was formed 
its officers asked the press of New 
York if the latter would co-operate, 
telling the editors and managers just 
what the Association had been formed 
for and just what it proposed to do. To 
a man these newspaper proprietors and 
editors said: ‘ We will stand by you,’ 
and stand by the Association they have, 
solidly, shoulder to shoulder.” 

To a representative of PRINTERS’ 
Ink an officer of the Association said: 
‘** The only kind of advertising which 
we have done up to the present time 
has been our circularizing. 

‘*Our total expenditure thus far has 
been about $35,000. Of this, over 
$11,000 has been expended for stamps. 
Remember this was for the period be- 
tween the end of June and the 1st of 
November. This means that we sent 
out about 2,000, 000 pieces of mail mat- 
ter. The disbursement for printing was 
about the same amount. The balance 
stands for rent and the general office 
expenses, such es traveling, telegrams, 
stationery and salaries. None of the 
executive officers draw salaries. 

‘* A fact that will particularly inter- 
est you is that whenever we sent out 
circulars they immediately resulted in 
agreat increase of applications. These 
would fall off in number to next to 
none, until a new circular would give 








a fresh impetus. After one batch we 
sent out we registered almost 1,000 
applications in one day.” 

This Association is doing an excel. 
lent work in bringing to general at. 
tention the advantages of trading in 
the greatest city on the continent, 
Perhaps if it engaged a competent ad. 
vertising man, it might find its efforts 
still more productive. 

J. W. Scuwartz, 


. . 
MR. LAWSON'S COMPANY COM- 
MENDED. 


During the past year the Advertisers Guar. 
antee Company of Chicago opened an ex. 
ceedingly peculiar line of business, that of 
guaranteeing that certain editors tell the 
truth concerning their circulation. A class 
who preach to and exhort others so much, 
along the lines of honesty, it is natural to 
suppose would have some little honesty 
themselves. But for truth we believe there 
are no more dishonest people on earth than 
editors when the number of papers they de 
liver to subscribers is in question. 

An editor of this city, who claimed to have 
6,000 circulation when he had scarcel that 
many hundred, is no world renowned curi- 
osity. One at Peoria, with 2,000, claims 
6,000, and the News is asked why it charges 
more for advertising than a paper with about 
the same circulation. ‘Thus honest men are 
compelled to suffer for the acts of dishonest 
men in their own trade. 

In time, as our civilization grows older, 
more stringent laws will be passed or those 
we have will be more rigidly enforced, and 
the perepages with a shell game will take its 
proper level. 

he guarantee company promises to make 
something of a revolution right away. Its 
list of clientage is increasing, and the timeis 
near hand when every newspaper man will- 
ing to quote his circulation will be asked for 
his guaranteed certificate. 

The test applied by this company is severe. 
It does not allow the editor to include his 
return copies, deadheads, exchanges or sam- 
ple copies as circulation. ‘ 

Recently the patent medicine advertisers 
in their annual convention made a move to 
turn circulation liars over to the guarantee 
company.—¥o: tet (1il.) News, Nov. 29, 1897. 
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A JOB OF PRIN IING. 
“ May I print akiss on your cheek ?” I asked, 
She nodded her sweet permission. 
So we went to press, and I rather guess 
I printed a large edition. 
—National Advertiser 











Pecu.iarzy shaped wagons, advertising the businesses of their respective pay appear 
tis stated, 


to be coming into popularity in San Francisco, where plain delivery wagons are, 
no longer in fashion. . ; 
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ADVERTISING ANTI-JAG. 


How A SUCCESSFUL ANTIDOTE TO 
DRUNKENNESS IS ADVERTISED— 
DAILY PAPERS THE BEST MEDIA, 





To successfully combat skepticism 
in regard to a cure for drunkenness is, 
it would seem, a difficult function to 
be undertaken by an advertiser. This 
seems, however, to have been accom- 
plished by The Renova Chemical Co., 
of 66 Broadway, New York, through 
its clever advertising manager, Mr. 
Fred S. Clark, whose faith in ‘‘Anti- 
jag,” the remedy the company manu- 
factures, is most implicit and unbound- 
ed. Without entering into the ques- 
tion of the merits of the article, it is 
relevant to add, 
that it is a speci- 
fic whose success- 
fuloperation is 
based entirely up- 
on common sense. 
It is, moreover, 
entirely a home 
cure. But it is the 
advertising story 
of “Anti-jag” 
which the repre- 
sentative of PRINT- 
Ers’ INK found so 
interesting. 

A call at the of-. 
fice found Mr. 
Clark just sending 
out descriptive 
matter in answer 
toa pile of letters. 

“Is that your 
daily mail?” ask- 
ed the scribe, 
eeating to the 

eap of letters. 

“Yes, and it isn’t a specially big 
daily crop, either. You know ours is 
necessarily a mail order business. 
People feel a reluctance and delicacy 
about revealing their identity.” 

“What is the base of your cure?” 

“It is an antidote for the poison of 
alcohol. It kills the drink-habit. by 
making the drink distasteful—nauseat- 
ing. It is so harmless, however, that 
you might drink a pint of it.” 

“No, thank you. But how do you 
inculcate faith in people ?’’ 

“| have, I think, the best system 
devised. Testimonials go further than 
arguments. They are irrefutable when 
the people are responsible and the facts 
striking. We take these testimonials 

before a notary, who swears to their 





F. S. Crarx, 
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genuineness. Then we publish them 
verbatim, with the notary’s affidavit, 
only using the initials of the subscriber, 
but inviting skeptics to come to the 
office and see the original letters. We 
know this method is very convincing.” 

‘*In what shape do you pack the 
remedy ?’’ 

‘* After much study we adopted a 
form that has been used by some few 
concerns for other remedies, and 
which we consider invaluable for our- 
selves, for it is a perennial advertise- 
ment. We attach the round packages 
to a card, so that it is not practicable 
for the druggist to place them on a 
shelf. The card has an easei back, 
and he consequently finds it easier to 
stand them up on 
his show case, 
where they are 
constantly in evi- 
dence.” 

“Regarding 
your ads, I see you 
run to reading 
notices.”’ 

“*Oh, yes. We 
find them superior 
to display for our 
purpose. This is 
generally the case 
with medical ads, 
which I have been 
writing for seven 
years. And more 
especially so with 
remedies to be 
taken internally. 
Of these, people 
are naturally dou- 
bly cautious.”’ 

** Will you tell 
me about the Ren- 
ova Chemical Company?” 

‘* Well, we started on the Ist of Janu- 
ary, 1897. But even in these hard 
times we have registered a distinct 
triumph, owing to the effects of judi- 
cious advertising. 

‘*We started on reading notices. 
The first one we used was inserted in 
the New York World. It cost us 
$64, and brought returns to the amount 
of $288 within a week. Meanwhile, 
going right ahead with the campaign 
which had already been projected, we 
used other papers, but exclusively 
those of New York, ever widening the 
circle. 

‘* Before the end of our first month, 
finding the local dailies so profitable, 
we quadrupled the amount of our ap- 
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propriation, and took in the leading 
dailies of all large cities throughout 
the entire country. We tried display 
ads after a time, thinking they would 
enable us to reduce expenses, and thus 
extend our field in every direction. 
But the results proved that these were 
not nearly so fective, so we returned 
to the readers. Even in the maga- 
zines, where we have been running 
display, we are going to come back to 
the reader, 

‘*A strange fact in our experience 
is the result of an experiment we 
made in pharmaceutical journals. 
The reason 





must be that the druggist has so many 
things recommended, that he can not 
boom any, even though he were so 
disposed. As a consequence, we 
were strengthened in our belief that 
our advantage lay in throwing all our 
energy at the consumer.” 

“*Tell me about your mediums and 
their comparative worth.”’ 

** The best to us by long odds is the 
New York Sunday World. This gives 
us so many returns and such quick 
ones. Next to that comes the mail 
order papers. Among these Com/ort 
leads. This is followed by the Chi- 


cago Houschpld Guest. Then comes 
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Modes. Then follows Vickery & 
Hiill’s; next Lane’s, and then Boyce’s, 
We have tried the patent insides, but 
to our surprise, they were failures in 
our case. We don’t know how fo ac- 
count for it, but this is how I reason 
it out: The mail order papers’ read. 
ers are all people who answer adver 
tisements all over the country, In 
fact it is through that, I take it, that 
they get their circulation—t 
their own ads in other papers. Sothat 
by advertising in them you get the 
cream of the people who answer ad- 
vertisements.” 

Mr. Clark keeps a daily record of 
the names of publica- 
tions mentioned in mail 
order letters. ‘‘ Doyou 
key your ads?” was 
asked. 

**No, we do not. I 
calculate that on an 
average one inquirer in 
every five mentions the 

ublication in which he 

as seen our ad. Ifyou 
like I'll read the to- 
day’s list, only omit- 
ting the papers we have 
already mentioned, 
Ready? Here goes, 
just giving the list as 
it runs and without 
classification: Police 
Gazette, Pittsburg Dis- 
patch, Detroit Fre 
Press, Baltimore Am- 
erican, Munseys, 
Hearth and Home, New 
York Journal, New Or- 
leans Jiem, New York 
Tri-weekly, Farm and 
Fireside, New Or 
: ¥| leans 7Zimes-Democrat, 
~ Fy =| McClure’s, Dallas 

—_ “= News, Buffalo Times. 
Of course this will show how exten- 
sively we advertise. Our complete list 
would stagger you.” 

** How do you select mediums?” 

‘‘ Experience is my only guide. 1 
have known the papers so long and 
well that I know about what I want.” 

‘*Mr. Clark, would you care to 
state your appropriation ?” 

‘*I wouldn’t give the amount, for 
the reason that there will soon be 
changes in the business, making it 
best for private reasons not to tell. 

J. W. ScHwartZ, 


+o __——- : 
A cicar ad need not necessarily rum (0 
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-12 The Sun's 


_ 

ni CIRCULATION 

: has now for several months been 

> ‘at the highest level it - 


has enjoyed in I5 years, or 
m4 since the period 

* in which it was the only 2-cent 
me 5 newspaper printed in 

te New York. 
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THAT FLEER FACE. 


Messrs. Frank H. Fleer & Co., of 
Philadelphia, who manufacture the 
Pepsin Guru-Kola Chewing Gum, 
were recently criticised by one of the 
contributors to the Little School- 
master for using the handsome face of 
Mr. Fleer in their advertisements. 
That has induced Mr. Mayer M. 
Swaab, Jr., who manages the adver- 
tising, to come forth and debate the 
question ; and from an_ interesting 
letter of his to Printers’ INK, the 
following extracts are taken : 


The face which Mr. Fleer.so strenuously 
= having capital made of—the face 
which by advertising critics has beer. termed 
“*Self-satisfied’’ and “Handsome” and 
* Opulent,” and what not—the face that has 
caused me to damn artists and printers and 
lithographers—the face which in the incep- 
tion of our first considerable advertising 
campaign, caused me to fight a hard battle 
with its owner, andin that fight I came off 
victorious, with permission to use the face 
on the label and the wrapper and the box 
and the case, or wherever else I would. 

I’ve used that face (misused it, my critics 
say, but havel,? Let's see). 

A popular article—a chewing gum—not a 

- serious proposition, a pop- 
ular-priced tonic for the 
million to buy, from the 
pastes infant to the 

oary-haired old man— 

does it need an identify- 

ing device? If it doesn’t 

really need it, would its 
advertisement not be 

easier if it were given 

SB a device which would 

stand for the article whether it were ac- 
companied by descriptives or not? One 
man’s opinion is that it would ; hence, when 
Fleer’s Pepsin Guru-Kola Gum was con- 
ceived, I felt that after a name it needed a 
device. Had it been a soap I could have 
wa the cake; or say a stove, I could 
ave pictured that. But it was chewing 


um, and I couldn’t picture that ; so rather 


than take an unmeaning sphinx, or a hand- 
some baby head, or a fierce-looking tiger, I 
took the head of the Fleer whose gum it 
was, and whose name it was, and whose 
money was to exploit it, and hence we 
have a Fleer head on the label anda Fleer 
head as an advertising device to greet the 
eye again and again and again, until each 
and every interestable man, woman and 
child becomes familiar with Fleer’s Pepsin 
Guru-Kola Gum, and knows that the Fleer 
head belongs to it, and knows, too, that 
Fleer’s Pepsin Guru-Kola Gum is “on sale 
here” the very moment he sees a sign with 
that face on it. But, says one of my un- 
prety gece friends, you’ve splattered that 
face through your booklet. Have I? 
Good, dear boy, so I have! but part of one 
man’s opinion—circulation, nothi more 
orless. I believe that by pounding that face 
into your eyes over and over ain, by 
never ing for a to push that face 
into your face, I must needs make my effect. 

ner or later you will associate that face 
with chewing and chewing gum with 
that face, and if I succeed in thatI will 
have taught you to look for the face when 





you want chewing gum, and if you do 
will get Fleer’s Pepsin Gum, nad Po a 

Another critic says that a face is old—an 
advertising chestnut Soisthe use of anews- 

aper or billboard. So is the use of caps and 
ower case. But ¢hat face is new and dis. 
tinctive. 7hat face stands for one thi 
and stands for it with more individuality 
than do the letters which spell the name, 

You know that the proof of the ad is in 
the results, ‘here can't be any better proof 
—here’s mine: 

Fleer’s Pepsin Guru-Kola Gum — hard 
name to pronounce, new idea (nerve, muscle 
and stomachic tonic) in a chewing gum— 
entered the hardest market in the world— 
Philadelphia and New York and surround- 
ings—on July rst, 1896. By July rst, x 
we had used just two editions of i 
labels each, and had nearly used up an edition 
of 3,000M more. That meant retail sales 
equal to $225,000. 

0 you wonder then that that face be- 
comes more complacent and more benign and 
more satisfied with its every reproduction? 
And you wonder the “‘ One Man,” whose 
opinion is here above expressed, is satisfied 
that he has used the face to good advantage? 

Or, brethren, do you believe that had I 
not used that face our factory would be 
larger or busier thanitis? Do you think 
that, given the same quality and quantity to 
sell for a nickel, and given the same appro- 
priation, you would have given better re- 
sults than $225,000 (retail value) in the first 
twelve months of the baby’s life! IL am 
egotistical enough to say that it was done 
fairly well, and that face helped me solve the 
problem. 


TYPOGRAPHICAL ERRORS. 

Typographical errors sometimes cause 
really serious trouble and annoyance. On 
other occasions they are simply amusing. 
Some years ago an advertisement of a polit- 
ical meeting was inserted in a Philadelphia 
paper. The advertisement was intended to 
announce that a well-known leader would 
address “‘ the masses ”’ that evening. Owing 
to the misplacement of a “* space,’’ however, 
the public of Philadelphia was informed 
that the address would delivered to 
“them asses at Naticnal Hall.” A religious 
paper called the Gosfel Banner, which is 
published at Augusta, Maine, once attracted 
attention through the prank of a printer, 
who transposed two words of its motto, so 
that it read: “In the name of our God we 
will “f set our banner.” The omission of a 
comma was the cause of a suit for Jibel 
brought against a Western newspaper by the 
inventor of a patent medicine. K testimo- 
nial to the worth of his compound was in- 
serted in the paper and read as follows: “I 
now find myself completely cured, after 
being brought to the very gates of death 
having taken only five bottles of your 
icine.” The comma, which should have 
come after the word “* death,” was unnoticed 
by the compositor.— Vouth’s Companion. 

—————-JSr- — - 
THE LAST LINE DID IT. 

Charles Austin Bates once had occasion to 
advertise some Japanese salt cellars. The 
read: ‘*One hundred decorated Japanese 
salt cellars reduced from 10 cents to 5 cents 
each.” In a few days he tried again, this 
way: ‘ Just 20 sets of genuine Japanese in- 
dividual ‘salt cellars, six in a set, packed 
neat pasteboard boxes, at 30 cents a sét 
Only one set to acustomer.” They 
went “quicker than a wink.” It was th 
last line that did it.—Mansfield (O.) News.® 
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The Review 





(From Fourth Estate.) 

Publishers of books have long been aware 
have been slow 
ks of the day have a 
distinct value as news. Reviews of books 
have commonly been treated as matter to be 
used only when the r had room to spare 

for miscellaneous read 


First among New York pa change 
that aw he ° the pol, Pore Te Times. 


8 in the week. To the aig hight 
itor they "Sesame, on those special nights. 
at con ane matter.” But during the 

pont rene eyed bboy v Times 7 a —_ 
more im a ae step. A special plement, 
devoted Poxclusively to books ond” 
introdu uced. 


* * * . * 


hag 4 paper similar in its aims to be issued 
a London Times. In the 
ks and Art are given prompt and ade- 
quate reviews of books, with news and 
comment, supplemented by an interesting 
variety of other matter to those 
epics, with nowsvemnes gabraeccneiay | ur 


ks wh ar aeaee i ing tol topi 
when they were liv 
As soon as it haa started t) 
the Times at its “Saturday ed 
to rise in circulation over the issues for ot Z 
For many ——_ it has 
st week-day edition 
plement having ac- 
utption list among 
all over the 
> wil sre, circulation in 
the cities. At the same ‘time there has come 
an increase in general advertising 
a4 4 Ses e@ the Times ra best week 
day, the to vertising for one Saturday 
two ey ae ee the supplement was 
started we d 


ng 

forty-four columns. Ona recent Saturday a 

in of 62 per cent was — — the cor- 
responding Saturday of a y: 

Itis announced that the New ¥ Yor rk Times’ 


increase in book advertis 

the first eight months of this year was con- 

siderably more than 100 per cent. Compared 

_ the year 1892, the year before the panic, 
the increase was equal tate, for the Times 

re proba! oo. newspapers) helped 

ts ay] of vertising during the 
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A Conspicuous Feature of 


THE NEW YORK TIMES 


of Books and Art 


(Supplement to every Saturday Edition.) 


(From Newspaperdom.) 
One of the most interesting at Gave. 
opment in the newspaper wor! 
For year has been the growth ofthe. “ae New 
ork Times’ Saturday Review of 


in October, 1896, as a 6 lement to 
d art not ices of 


into a 
newspaper by ak ae unique is 
From the experimental nee none | 
spread out over a wider field, until now it 
prints not only reviews, but is ‘alive with art 
and lite: aes | news matter, articles 
on in topics, prints reminiscences 
from eminent writers, and has an editorial 
page like any other newspaper. 


of topics being co! ened, and 
in its last number (November 20th) a new 
and ee be uality of paper was 
Durin:; yout this supplement has 
printed as mach reading matter,as the Cent- 
ben or Ha ——_- of it pertain- 


larper's 
of ing to literature an art. 


pe J Review bee pres 


ing. Bishop itiam 

Srudin je 0} 

(whose reminiscences have 
4 a prominent feature for several weeks) 
and Laurence Hut eten. 


- 
Meanwhile, the caueaiae i at,.* 
paper will be maintained in thie number and 
a feature of particular value in the h 
season will be an extended classified list of 
the season’s books, pe ~~ omg prac’ 
all the houses in the coun’ 
Along with this development of the Times’ 
Gaburdien hheview bg aconstant growth 
——— Fama n list 
obtained, reaching all Seer the 


. * 
ht into its 


me 
as started still = 

peared there, refusing to be drawn into the 
supplement. oa & the past six months 
the; ey have the temptation, until, 
during the ast ~—A y 4 of November. 
Times’ book 


about nin: cent of all the 
pevyry- 4 ~~ a by @ place in the 
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" ADVERTISING QUESTIONS FOR 
CYCLE DEALERS. 


The Monarch Cycle Manufacturing 
Company of Chicago is requesting 
from its agents expressions of opinion 
on various phases of ‘bicycle advertis- 
ing. The letter propounding these 
various questions is_ interesting 
enough for reproduction here : 

Cuicaco, Ill,, Dec. 4, 1897. 

Dear Sirn—We are about to make our an- 
nual appropriation for advertising, and as 
you know we are one of the most extensive 
advertisers in the bicycle line, we naturally 
are desirous of negotiating for the kind of 
advertising which will prove most advantage- 
ous to our agents and likewise ourselves. 
We would, therefore, ask that you kindly 
let us have an expression from you in reply to 
the following inquiries : 

1.—Do you think poster advertising, such 
as we have done the past year, desirable, 
and, if so, what size poster do you think 
most effective, taking into consideration that 
if the poster is small a greater number would 
be used? 

2.—Do you regard a racing team desir- 
able in connection with the general advertis- 
ing of bicycles? Do you regard local riders 
more beneficial to dealers ? 

3.—Do you regard high-class magazine ad- 
vertising desirable, when taking into consid- 
eration that it is exceedingly expensive? Do 
you favor general newspaper advertising, 
and to what extent, as compared with maga- 
zine advertising ? 

4.—What is your opinion regarding cycle 
trade paper advertising? 

5.—Do you regard what may be termed 
novelty or scheme advertising desirable, if 
comparatively inexpensive, such as we have 
done extensively, including a reference to 
Monarch bicycles on theatrical lithographs, 
a reference to our machine in connection 
with the lines of any theatrical performance, 
theater programme, prominent signs dis- 
layed on stage scenery, testimonial letters 
rom prominent professional people, Monarch 
playing cards, chewing gum, etc.; in fact, 
any class of advertising which can not be 
included in regular legitimate lines, such as 
newspapers and magazines 

6.—You have undoubtedly noticed that we 
have been extensive advertisers outside of 
the regular channels, and would ask whether 
or not you regard our work in this direction 
as effective ? ¥ 

7-—What value would you place on the 
work done by Mr. Tom oats for us each 
season during the past three years in connec- 
tion with the popularizing of Monarch bicy- 


cles ? 
8.—Do you regard 
advertising desirable 
.—What class of advertising do you con- 
sider most effective ? 
1o.—How do you regard the advertising 
done by us during the past four years, as 
compared with that of any other bicycle 
manufacturer in America? 
11.—If we were to discontinue a/7 adver- 
tising, and reduce our price on wheels to you 
$x each, would you prefer the reduction 
rather than the benefit derived from our 
liberal advertising policy ? 
Monarcn Cycte Mrc. Co., 
L. M. Richardson, Asst. Mgr. 
The idea of propounding queries 
such as these to dealers in the article 
. Me an 


sign or window-hanger 


_ tion ; 
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advertised appears to be a good one, 
It may be remarked in passing, how. 
ever, that the cycle agent who has 
definite opinions on all these questions 
of advertising policy ought to abandon 
his wheel emporium, and let his light 
shine in the wider field of publicity. 
making. 


———_<+@> 
PRICES FOR DISTRIBUTING, 

In answer to many inquiries asking the 
correct prices to charge for distributing, we 
would state that that is a hard matter to de- 
cide, as no two sections are alike, and there. 
fore it takes much ag od to distribute 1,000 

ieces in one section than it does in another, 

hus we have always held that distributors 
should charge what it is really worth. But 
many advertisers have adopted a scale of 
prices which they seem to think is about 
right, and should apply to all sections alike; 
thus it seems necessary to adopt this scale 
in order to get their work, at least for their 
first order. Prices now paid by general ad- 
vertisers are: For distributing circulars, 
pamphlet-, dodgers or booklets, single thou- 
sand, $2.52 ; less than 3,000, $2 per thousand; 
in lots of 3,000 or over, $1.50 per thousand if 
distributed in your own town or city. For 
distributing in country and adjoining towns 
and villages, $2 per thousand. Samples, $2 
per thousand in your own city ; in country 
and adjoining towns and cities, $2.50 per 
thousand, Sign tacking, small tin or card- 
board signs, $1 per hundred ; large sizes, re- 
quiring six or more tacks, $1.50 per hundred, 

ou furnish tacks. Terms on all work cash 
when work is completed and bill mailed. In 
determining how many it will take for your 
town, first get the correct population. The 
average is 1,000 circulars for 5,000 popula- 
ut this varies in the smaller towns, 
and can be —— at — circulars for 
every 4,000 population.—Ug-to-Daute Dis- 
tributor, Cincinnati, O. 


or ARSE 
ILLUSTRATED EXPRESSION. 
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New York, Sept. 21, 1897. 
Mr. Geo. M. Whitaker : 
You say that we charged that you had not 
paid for your advertising. ‘That was true. 
You say,that we refused to make the cor- 
rection in Printers’ Ink. There was no cor- 
rection needed. What had been said was 
true. 
You say that we stated that your paper had 
been in bankruptcy. That also was true. 
You ask, if in view of these things you 
have not a legitimate grievance. We reply, 
you have no grievance whatever. 
ou ask if, having misused you, we have 
any reasonable expectation that you will con- 
tinue to use our publication. You have not 
been misused. If you will take the pains to 
look into the matter carefully, you will ob- 
serve that you have pursued a policy intend- 
ed to deceive the public. We have -called 
public attention and your own attention to 
te shortcomings. If having the matter 
rought home to you should induce you to 
repent and reform, you will be greatly bene- 
fited by the treatment you have received 
from Printers’ Inx. If you are a manly 
man—as we trust you will become if you are 
not already one—you will write us a very 
handsome letter, expressing the obligations 
you are under for the teachings of the Little 
hoolmaster.—PrinTERS’ Ink, issue of Sept. 


29th, 1897. 


This is to certify that at the quarterly 
meeting of the Massachusetts Press Associa- 
tion, Mr. George M, Whitaker, of the Mew 
England /armer, an ex-president of the as- 
sociation, presented for the inspection of the 
meeting, correspondence, orders and checks 
seme to George P, Rowell & Co., showing 

essrs. Rowell & Company’s indorsement. 

The evidence proved that Mr. Whitaker 
had paid in advance for the advertisement of 
the New England /-armer as ordered in the 
recent issue of the Newspaper Directory, 
and had also paid for an excess of the order 
which he had occupied ; thus, in the opinion 
of the members, proving conclusively that 
Messrs. Rowell & Co. had made misstate- 
ments in charging Mr. Whitaker with not 
having paid for the advertisement. 

Benjy. ANTHONY, President Massachusetts 
Press Association; Harwoop B. Smirn, Sec. 
Massachusetts Press Association; JosHUA 
S. Smrru, Treas. Massachusetts Press Asso- 
ciation; ALEXANDER STARBUCK, Waltham 
bree Press-Tribune ; Cuas. C. Doren, O/d 
Colony Memorial ; Gro. A. MARDEN, Lowell 
Daily Times; A. E. Winsuir, Fournal of 
Education ; F. L. Atmy, Fall River News; 
Francis Procter, Gloucester Daily Times; 
Ernest H. Prercs, Revere Yourna/; C. J. 
McPuerson, Framingham ‘vening News; 
Cuas. T. Farrretp, North Adams 77an- 
script. — Massachusetts Editor, issue for 
Dec., 1897. 





The gentleman referred to in PRINTERS’ INK, issue of September 2gth, 


and the Massachusetts Editor for December, has taken considerable pains to 
get his character rehabilitated : notwithstanding all of which, if Mr. Whitaker 
will induce his twelve indorsers to come with him to the office of PRINTERS’ 
Ink, the Little Schoolmaster will convince the thirteen, including Whitaker, 
that everything said in Printers’ Ink of September oth was true. And the 
Little Schoolmaster will undertake that Mr. Whitaker shall admit to the 
twelve that he knows that what was said in PRINTERS’ INK of September 29th 
was true and knew it to be true at the time he obtained the signatures shown 
in the article copied from the Massachusetts Editor. The fac-simile on this page 
represents Mr. -Whitaker’s mame and occupation as set down by his own hand, 
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Minneapolis 
Times, 


by reason of its habitually giving more news and 
earlier news than any other morning paper in 
Minnesota, has come to be regarded as ¢he 


LEADING MORNINC DAILY 
OF ITS SECTION. 


By its aggressive war on Trusts and its ex- 
posures of wrong-doing in public positions, it 
has endeared itself to the People. 


IT GUARANTEES 


a PAID circulation of over 72,000 in excess of 
any other morning daily of Minnesota on week- - 
days, and on Sundays more than double that 
of any other Sunday paper published in its 
State or section. 

Its actual average net paid circulation, after 
deduction of unpaid distribution of all kinds, 
was for the month of November, 1897, 


ON WEEK-DAYS, - 27,269 
ON SUNDAYS, - = 40,250 


wwe 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago. 
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BUT FEW “FAKE” ADS. 


President J. G. Cannon, of the Na- 
tional Association of Credit Men, has 
recently become excited over the large 
amount of ‘‘ fake” advertising that he 
considers is being done, He caused 
his association to pass resolutions stat- 
ing in substance that, whereas ads are 
frequently misleading, and in conse- 
quence have a tendency to shake confi- 
dence in business men, be it resolved 
that this association indicate its posi- 
tive disapprobation, and that a com- 
mittee be appointed to investigate 
‘fire’ and similar fraudulent sales, 
which committee shall prosecute such 
offenders or make public announce- 
ment of their offense. These resolu- 
tions Mr. Cannon is sending to local 
credit associations with the suggestion 
that they discuss the subject. The 
reply of the St. Paul Association, which 
takes a sensible view of the matter, is 
well worth reading : 
$. G. Cannon, Esq., President National As- 

sociation of Credit Men, New York: 

Dear Sir—After careful consideration of 
your letter suggesting the appointment of a 
special committee on “ fake advertising”’ as 
the subject matter for our November meet- 
ing, our Executive Committee has decided 
that it would not be to the public interest, nor 
to the benefit, in our opinion, of either the 
local or the general association, to make this 
the topic of discussion. 

While there are undoubtedly some evils 
connected with the practice to which you 
_ call attention, they do not seem to us to be 
sufficiently general or grievous, at least in 
this section of the country, to warrant such 
attention and exploiting on our part. 

It is not imprebable that, in a few large 
cities of the country, the advertisements of 
“ firesales,” “ damaged goods sales,’”’ “ bar- 

in sales’? and the like, may be used for 
the purposes of deception and fraud. If so, 
it is acondition of trade, in our judgment 
peculiar and limited to a very few cities, an 
must be remedied, if at all, by specific and 
local reforms. It would, in our opinion, be 
as idle for our association to en in such 
a debate as to talk about New York journal- 
ism, and propose its elevation through advice 
from the Credit Men’s Association. 

As far as our observation goes, we do not 
find the evils referred to in your letter so 
prevalent in the Northwest as to deserve se- 
rious mention. 

We have all of us watched this matter in 
the past with careful attention, since it has, 
as you state, a direct and important bearing 
upon our own businessinterests. We are sat- 
isfied that practically all the advertising done 
in our city and secfion, and in all cities o 
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arrange its contents as to most sure} 
tract and please the public eye. eam 
there the best quality and the most felicitous 
designs in his stock, and no one blames him 
for that, or suggests that, if he has 
his counter any goods of inferior style or 
make, he is guilty of fraud upon the public, 
the same way our merchant advertisers 
everywhere set before the public the most de. 
sirable bargains which they have to offer, in 
order to draw trade, As long as they are 
without actual misrepresentation, and this is 
almost the universal rule, this is not only un- 
objectionable, but it is good business. 
here are in these cities, and in tie smaller 
towns of this section, in all the territory in 
which we are interested, and in the country 
in general, outside of perhaps a few points, 
no fraudulent sales, and ne fake advertising, 
such as yourletter properly condemns. 

On the other hand, the institutions which 
we represent are very largely aided, directly 
and indirectly, by the advertising that is 
done by them and their customers, and to re- 
flect upon this method of pushing business, 
which they themselves employ, would, in 
their judgment, be to invite the public to a 
coapicien of their own sincerity and honesty, 
and to threaten a most serious demoraliza- 
tion of theirtrade. 

For these various reasons—because the 

referred to is practically unknown in 
our territory; because where it exists it can 
best be dealt with, in our judgment, in other 
ways; our iation wishes to con- 
sider matters germane and helpful to its 
owth; because we regard advertising and 
the p sae as the most powerful agents in 
the development of legitimate business, and 
would no more think of reflecting upon them 
than we would upon the banking system of 
the country because there are sharpers and 
ilferers in brokers’ offices and banks of 
joubtful reputation, and because we believe 
that the increase and success of our associa- 
tion are dependent upon the wisdom with 
which it selects Subjects of present practical 
value and crystallizes opinion upon them, we 
have decided that it would be impracticable 
and detrimental to the interests that we rep- 
resent to take up for consideration the reso- 
lutions appended with your letter. 

Trusting that the views which we have ex- 
pressed here will meet your commendation 
upon reflection, I am most respectfully, 
yours, T. L. Scururmeigr, President, 





—____ ++ 
NEWSPAPER AND MAGAZINE NAMES 
ILLUSTRATED, 





the United States, with two or three ibl 
exceptions, is genuine and in good faith. 
peaking for trade advertisements in the 
broad and general sense, we fail to recall 
in recent years, an instance of the abuse o' 
it that is referred to in your letter. 
Advertisers, like all men who succeed in 
business, make the best case for themselves 
that they can. The merchant selects an em- 
ployee to drape his front window who can so 
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‘By Charles Austin ‘Bates. 


send to this department advertisements, booklets, call 
As many as 


Readers of 
hegues or | em i 
criticism. re is no charge for it. PRINTERS’ * pays 


OF CRITICISM. 


ible will receive full, honest, earnest 
the freight.” 








Thomas Cutler of Eureka, Cal., does 
the best seed and grain advertising that 
I have ever seen. He seems to keep 
continually at it, both in newspapers 
and by circulars, postal cards and book- 
lets. ° 

Here is the text of two of his recent 
ads: 


Home Grown Seed 
——that grows, 

Acclimatized seed is one of my hobbies. 

I try to acclimatize most of the seed I sell, 
because it suits my customers best. 

Eastern seed houses don’t know much 
about Western needs; I do. 

The seed I sell gives better results, is truer 
to name and fresher than any other you can 





buy. 

t keep a large stock of new, reliable seed on 
hand. Vegetable seed in bulk. 

I sell more seed than any one else in the 
country. I have more seedto sell. Advice 
as to best varieties free. 


Vetch Seed. 
The only acclimatized Vetch seed in the 
county--makes the best crop of green fodder 
for cattleall you want for six cents a 


oar f the best seeds for thi 
of the best seeds for this 
12 Papers part of the country, by 


gat gone oa = 50 Cents 
Write me to-day for my booklet. . 
T. CUTLER, 239 First St., Eureka. 


You can repair it in the 
Field, 
A Plow 


that can be used with a steel or chilled 
share will commend itself to you. 

The chilled share can be replaced fast as it 
grinds out—in sand or gravel land—cheaper 
than it costs to sharpen a steel one. 

The Imperial Plow 
is a general purpose plow that I sell because 
I know its value. 

Every part interchangeable—repairs can 
be made on the field—plow lasts as long as 
you take care of it. 

The prema wide handles don’t strike 
our hip. It does the most work with least 
abor for man or beast. 

Price from os to $5. Call and see it. 

Write for catalogue. 

See me about shares for the Imperial, 
Oliver, Gale, South Bend, etc. I keep them 
on hand. 

T. CUTLER, 239 First St. 

“* Tell you, sir, it is the best plow in the 

world. No mistake! And you know it!’’ 


The originals occupy about ten 
inches, double column, and two-thirds 
of this: space ‘he has taken up ‘with 








very attractive designs—designs that 
would be creditable in the best monthly 
magazines. ‘These are printed in the 
local papers of Humboldt County. 
The plow ad is particularly good. It 
seems to tell the real facts about the 
plow without going into needless tech- 
nical description. 


* 
Allen & Wilson, druggists, Clinton, 
Ontario, make a strong talk on the 
‘money back” proposition. |The 
money back idea is not very new now, 
but it is as good as it ever was, and it 
is strange that there are still business 
houses that hesitate tosubscribe toit. 

As a matter of fact it is the simplest 
and safest proposition for the dealer 
that was ever devised. Any man who 
is in a legitimate business can safely 
offer money back. Some merchants 
seem to think that if they should adver- 
tise money back they would be deluged 
with demands for it. ‘The people don’t 
want their money. They want your 
goods. If they hadn’t wanted them 
they would not have bought them. All 
they want is to know that they can get 
their money if they want it. They 
want to be sure that you think your 
goods are all right. If they are sure 
you think so, they will be apt to think so. 

Money back is just another way for 
a merchant to say that he thinks his 
goods are the best there are for the 
money. It is a stronger way of saying 
it—the strongest way. I think if you 
should ask any dealer who has persist- 
ently advertised money back, without 
question, whether the claim is a just 
one or not, you would be surprised to 
learn how few people ever came back 
for their money. 

When a man puts his money into a 
bank he wants to keep it there just as 
long as he knows he can have it any 
time. Just as soon as he thinks he 
can not get it, he wants it. If there 
should be a run he would be there 
promptly asking for his money. As 
soon as confidence is restored he will 

ut his money back again. That's 
uman nature. 

And all the customer wants who 
buys at your store is: to know that he 
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¢an have his money if he wants it in- 
stead of your goods. And ninety-nine 
times out of every hundred he will pre- 
fer the goods. 

Allen & Wilson put it this way : 


We Will 
Buy Back 


At full prices any goods bought from us that 
do not turn out as we represent them, This 
js our way of doing business. It is a new 
way and a novel way, but it protects 
you. It keeps us from recommending ee * 
thing to you that we are not sure of. It 
means pure drugs, good goods and safety for 
you. tt means to us your good-will, your 
confidence, and with it a continually in- 
creasing trade. That is what we are after, 
and that is what we expect to get from you 
by thus protecting you from any risk in buy- 
ing. We will be glad to have your trade on 
above understanding. 

ALLEN & WILSON, 
Graduate Druggists & Opticians, 
Clinton, 

Every pair of Spectacles fitted by us is sold 
on above guarantee. It is the saffe way for 

you to buy anything, especially Spectacles. 

This is not new, but itis a good way 
of saying it. It is an argument to 
hammer away at day afterday. Allen 
& Wilson do that very thing. They 
harp on this string inevery ad. They 
bring it in in some forcible way every 
time. 

Another good point about these ads 
is that they bring forward a bargain 
each time. It is really a bargain. It 
is well put. The price is always given. 
Only one thing is advertised at a time. 
Here is an ad of this kind : 











In Time 
Of Sickness 


A hot water bottle is a py In time of 
ux 


health it is a comfort and a ury. The 
family without one is without a good friend. 
The family with one is the family that knows 
the value of such a friend, and is the family 
that is safe guarded against sudden attacks 
of illness, such as colds. chills, cramps, pains, 
inflammations, etc. hese bottles are not 
expensive, as some people think. They are 
cheap—very cheap when you consider their 
usefulness. We can give you one for 75c., or 
larger and better ones for $1, $1.25 and $1.50. 
Acombination hot water bottle and syringe 
for $1, or a fountain syringe alone for 6sc., 
75¢-) $1, $1.25 and $1.50. If you would like 
to know more, come in and we will be 
pleased to show you the goods. 

ALLEN & WILSON, 
Graduate Druggists & Opticians, 
Clinton. 

When in need of glasses remember that we 
are spectacle specialists with experience. 


These ads are small, but they are 
well set. A border surrounds each 
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one, The only criticism I make is 
that the heads should be in larger 
type. They should be as large as the 
line will take. Some of them are, but 
most of them have heads in twelve- 
point type, which is too small for even 
a single-column ad in a newspaper, 

These are as good drug ads as I have 
ever seen. If they will not sell goods, 
I don’t know what will. 

ba hal 
New Yor« anv Cuaicaco Wires, 
Stock, Gramm, Provisions, ETC., 
Rovui.ort & Co., 
Brokers, 
No. 1204 Chestnut St. 
Accommodations for Ladies. 
PHILADELPHIA, Pa., Dec. 2, 1897. 
Mr. Charles Austin Bates,“ Printers’ Ink,” 

No. 10 Spruce St., New York: 

Dear Sir—Through the courtesy of the 
Philadelphia Record we have for some time 
= been receiving and reading Printers’ 

NK, and we find same quite interesting. 

We issue a small pamphlet called * Bulls 
and Bears,” which we try to get in the hands 
of as many people as possible who are in- 
terested in the stock market, a copy of which 
we inclose herewith. 

We spend with the leading daily papers of 
this and the nearby cities from $5,000 to 

,00o per year in advertisements, such as 
the following: 


Rouillot & Co. 
New York and BROKERS "PHONE 


Chicago Wires. 6368 
In STOCKS, GRAIN, Etc. 
All of 3d Floor 
{ Elevator at Entrance 
1204 Chestnut St. [Room 3 for Ladies 
(Formerly 125-127 S. Third St.) 
PHILADELPHIA 


Our Pamphlet, BULLS AND 
BEARS, telling how te handle 
Stocks, Grain, etc., on margin, will 
be mailed on application. $10.00 
margin ten shares of stock or 1000 
bushels of grain. $20.00, twenty, 
etc. MAIL ORDERS A SPECIAL- 
pS ee crs gator tes SOLIC- 








Which is a copy of the advertisement now 
appearing every other day in the Philadel- 
phia 7imes, and the same ad is appearing in 
all the other large dailies from t to six 
times per week, and in addition to this we 
have for years past been running small 
advertisement : 


LLS AND BEARS—A pamphlet tell- 
= how to handle ms 


ing Sut on 
mare mailed on application to ROUTL-«- 
Le & CO., brokers, 1204 Chestnut 
bushels of grain ; 83, 4, cte.; matted orde 
a specialty; correspondence solicited. 


either under heading of business opportuni- 
ties or financial, in all the principal daily 
pai which papers are supposed to have a 
daily circulation of from 500,000 to one mill- 
ion, and as we get from all this large circu- 
lation only three to five inquiries per day 











for our pamphlet, we must say we are not 
satisfied with the results, and we would 
glad to have your comments on same. We 


are yours very oer ac 
ourttot & Co, 


It is really not very surprising that 
few replies come from such advertis- 
ing. Every daily paper has a lot of 
ads of about the same character, and it 
is only now and then that one of them 
is more attractive than the others. 

If Rouillot & Co, would run their 
large ad under the heading ‘‘ Bulls and 


Bears,” it would be much more attract- fi 


ive than it is now with their name at 
the top. 

The small ad is very much better 
than the large one, but the matter that 
is in the small oneshould be printed in 
larger space. The trouble with the 
advertising is that it is neither large 
enough nor distinct enough to attract 
any attention. If Rouillot &Co. would 
spend in any one of the Philadelphia 
papers the entire amount of money 
that they now spend in all of them, 
they would get better results. 

ne of the greatest mistakes that is 
made in advertising is the use of small 
spaces. Advertisers seem to think that 
they are not doing anything unless they 
are in a large list of papers. They 
hardly consider it advertising if they 
are in only one paper, and yet they 
would be doing more real advertising 
if they confined themselves to one pa- 
per than they do when they spread it 
overa hundred. What does it profit a 
man if he kas his ad in a thousand pa- 
pers and the ad is so small that nobody 
sees it? 

If Rouillot & Co. will take, say, 10 
inches, 3 columns wide, and tell about 
their pamphlet and about their facilities 
for handling business, they will get a 
good many more than five inquiries 
per day. I don’t care which paper 
they put the ad in—let it be the Record, 
Enquirer, Times, Press, Ledger or 
Telegraph—they are all good papers, 
and any one of them used properly 
will pay better than all of them used as 
Rouillot & Co. 2a we using them. 

= 


I reproduce the following letter and 
advertisement for what they may be 
worth : 

Tue Review Pusuisatnc Co. 


in 
last issue of the Review and News. Would 
like to have your opinion of it. The ad was 
Sete Se eee: ad Oe ensdhees cee 
b: tt him more business than any he 
ever He has heretofore been preparing 
his own ads, but last week I him 


be think as I 
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my hand, and he now seems to 
o—that the pro r thing to do is 
to hit one nail on the pad and not try to 
drive the whole keg at once. 


to let me t 


There are more men in Lockland who 
are now wearing pants—I mean, of cou 
new pants—than ever before in the history 
the town. Yours very truly. 

R. W, SPANGLER, 








A THANKSCIVING 
PANTS STORY. 

We wanted to do something for our custom. 
ers at Thanksgiving time to make them fee] 
happy, and at the same time give them some. 
thing to talk about, We knew that if we could 
nd an excellent bargain that would set 
people talking it would prove the best adver- 
tisement we could get, and would make 
= visit our store. That’s what we want. 

e want he to call and get acquainted, You 
never will know what we have unless you 
come and see us, and we therefore decided to 
get a great big bargain for a Thanksgivi 
offering—so big a bargain that you couldn't 
oo 

e went toa cy Seog. manufacturer 
and asked to see his best grade of pants made 
to retail at $2.00. We found a good, service- 
able, neat looking garment that suited our 
taste, and then told him we wanted them so 
we could sell them for $1.00. He refused to 
entertain the proposition at first, but cash 
and a big sale was too much for him, and he 
came to our terms. We find, however, that 
we would lose money to sell at S-cov eee 

ying freight charges, so we did the next 

st thing, contenting ourselves with pla . 
ing even and letting our profit consist o: the 
advertising we will get from the sale—the 
talk you will do about the store. We have 
therefore put the price at 


$1.05 A PAIR, 
which barely covers the cost. The pants are 
of Scotch cassimere, in the late fall patterns, 
and would cost you $2.00 in Cincinnati. For 
Thanksgiving week we offer them at the 
above price. Comeand look at them. They 
are displayed in our window. 
JNO. B. VARELMANN, 

CLOTHIER, HATTER AND GENTS’ FURNISHER, 
Mill Street, Lockland, Ohio, 

I have always had a great respect 
for ads that sell goods, and I can 
readily see how this one might be ex- 
pected to make sales, 

The only thing I would specially 
criticise in either the letter or the ad 
is the statement on the letter-head 
that ‘‘ Lockland is 10 miles from 
Fountain Square.” That's all right 
for Cincinnati folks, or for anybody 
within 200 miles of Cincinnati, but 
there are comparatively few advertisers 
who receive letters from the Review 
Publishing Company who may be ex- 

ed to know that in Cincinnati 

‘ountain Square is looked upon as the 
**Hub of the Universe,” and that 
Lockland is practically a part of Cin- 
cinnati. If anything is said on the 
letter-head about the location of Lock- 
land, the information should be made 
more definite. 
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STORE MANAGEMENT. 
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this department. Address Chas. F care PRINTERS’ INK. 
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A merchant in a Western city of 
about one hundred thousand inhabit- 
ants writes me that hesis about to open 
anew store. His linesof merchandise 
are Clothing, Hats, Furnishing Goods 
and Shoes for men. He also carries 
similar lines of boys’ goods, but no 
ladies’ goods. 

He wants to know if he can by any 
system of advertising work up con- 
siderable enthusiasm for his store be- 
fore it opens, so that at the time of the 
opening he may not only have a good 
crowd of visitors, but may if possible 
start the business off with good trade, 
He has been in business in this city for 
some two years, but his old store was 
recently destroyed by fire, and while 
building the new store he has been oc- 
cupying temporary quarters, which 
were so cramped that his business was 
of necessity considerably reduced in size 
from its regular standard, 

This store, I understand, caters to 
the popular trade—people who wish 
good clothing, but want to pay for it 
just as little as possible. I believe 
that this is a class of store that can be 
most profitably advertised for a suc- 
cessful opening, in the sense of draw- 
ing a large crowd of visitors, 

I would advise this merchant to 
begin at once to mention in all his an- 
nouncements the fact that the new store 
would be opened for business before 
very long. If I had been running the 
advertising of this store I should have 
kept this thought prominent all during 
the time that the store was being built. 
About a week before the new store is 
ready for occupancy I should begin 
the regular advertising campaign for 
the opening. As the firm will no 
doubt be liberal advertisers the news- 
papers of the city would find it good 
business policy to be quite liberal in 
devoting news space to write up the 
new store. 

I am informed that the new store 
when complete will be the handsomest 
business house in thecity. This being 
the case, it is not only a matter of in- 
terest to the proprietor, but is really a 
matter of interest to the public in gen- 


eral. In fact, I believe that the papers 
will often find that matters of this 
kind, it properly written, are much 
more interesting to their readers than 
some of the other items which they 
think are more strictly within the news 
line. 

This being a store which is devoted 
exclusively to the sale of men’s goods, 
it will not be possible to work up as 
much enthusiasm’as if it were devoted 
to selling ladies’ goods, but still there 
is no reason why the ladies should be 
lett out of consideration, as they are in- 
terested in boys’ wear in particular and 
in men’s wear in general, as they are 
interested in everything that their hus- 
bands and brothers may use. 

If properly advertised I believe that 
the opening will be attended by just as 
many women as by men, and that a 
great many of the men will be solely 
led to come to the opening because the 
women of their household may wish to 
go, and they must take them. Night 
is always the best time to open any 
store, and during the opening, which 
should in all probabiiity extend from 6 
to Io p. m., no goods should be sold. 
The store should be neatly decorated, 
There should be music and flowers, 
and it would be well to give away some 
suitable souvenir to the visitors who 
came, 

Selecting a souvenir is one of the 
things that requires careful attention. 
The souvenir must be something that 
the men appreciate, and should, if 
possible, be something that they could 
use openly in preference to something 
that they carried in their pockets, 
where nobody sees it. For instance, I 
should much prefer to give away a 
handsome desk calendar than to give 
away a pocket memorandum book con- 
taining a calendar, for the reason that 
the desk calendar will not only be seen 
by the man who owns it, but by all 
who come in contact with his office; 
while the pocket calendar will necessa- 
rily be very seldom seen by any one 
except the man who knows that he has 
it in his pocket. 

I would not only use the newspapers 
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for at least a week previous to the 
opening announcing the fact and in- 
viting everybody to call, but I believe a 
series of attractive posters could be used 
to advantage in almost any city, and as 
a city of this size probably has well 
regulated street car lines, I believe that 
cards in these street cars could also 
be used to advantage. 

I have opened a great many stores of 
large and medium size, and frequently 
I have found it was an _ interesting 
feature to havea private opening the 
day before the general opening for 
the benefit of the press and the business 
men of the community. These people 
could be asked by written invitation, 
and if furnished with some kind of a 
nice light lunch, it will not only create 
in» the minds of the business men 
pleasant feelings for the new store, but 
will secure from the newspaper frater- 
nity a great many more free reading 
notices pertaining to the opening than 
if such courtesy was not extended, 

* 


* 

I believe that it pays a firm every 
once in a while to do some extraordi- 
nary thing to compel the public to 
think of their name and merchandise. 
This kind of advertising, however, is 
the most difficult that can be under- 
taken. It is not every house that suc- 
ceeds, Some overdo and some under- 
do it. If done right, it becomes an 
immense hit, If not done right, itisa 
great waste of money. There are 
perhaps not two dozen houses in 
America that could afford to take a 
page advertisement for a single item 
and make a success of it. Each mer- 
chant must consider the case for him- 
self and decide what is the proper 
thing for him to do, irrespective of 
what some other person might do. If 
I. may be allowed to quote from my 
nal experience, I would say that 

the double-page color advertisement 
which I used for Siegel-Cooper Co. in 
the New York Hera/d last Christmas 
was one of those advertisements which 
are successful, merely because they are 
sensational. The advertisement cost 
five thousand dollars, and was notable 
for many reasons. It was the first 
double- page advertisement running 
across the margin which had ever been 
printed in the A/era/d. It was the 
first high art double-page advertise- 
ment in several colors ever printed in 
any newspaper. This advertisement 
stamped the name and business of 


Siegel-Cooper Co. upon the minds of 
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a great many people more firmly than 
any other kind of an advertisement 
could have done. This extravagant 
expenditure for.a single advertisement, 
being the largest amount of money 
paid by any retail concern for a single 
advertisement in one publication, nat- 
urally made people talk, and this talk 
was the very thing that we were look- 
ing for, I have received communica- 
tions on the subject as far distant as 
Texas and California. 1 have had to 
answer letters deciding bets as to the 
cost of the advertisement from five 
different States, This advertisement 
has been commented upon not only in 
America but in foreign countries as 
well, and has so far been the most 
striking instance of throwing money 
away to good advantage that I know 
of. The circumstances surrounding 
this advertisement were what made it 
a successful one. I do not believe 
that any other firm would have used 
the same space to as great advantage 
as Siegel-Cooper Co. The size of 
their store, the fact that their business 
was new, and many other things, 
combined to make the boldness of it 
successful. Any other firm that might 
have used the same sized advertisement 
would have probably been wasting 
money. ** 


Catesby & Sons, of London, Eng- 
land, send me a booklet on the blanket 
question. The booklet is very neatly 
printed and has an attractive illustrated 
cover. It is, I believe, the best retail 
booklet that I know of which has re- 
cently been put out by any English 
concern. It may be interesting to a 
number of readers of PRINTERS’ INK, 
and as the booklet is a very short one 
I will repeat here the larger part of the 
argument used, 

** No matter how many blankets you 
have in the bedding chest, you always 
want a few more pairs when the winter 
comes. 

** We had been thinking about this 
prospective blanket want of yours for 
quite a bit. At last we found our op- 
portunity. 

“A blanket man in London con- 
cluded he had rather sell all his blank- 
ets to us at our price for cash than to 
sell them to a dozen tradesmen at his 
own price on time. Money in hand 
for all of them was better than a little 
more money and twelve different col- 
lections to make. 

“Our price was very low, but it 











was a good thing, none the less, for 
that manufacturer. He isn’t worrying 
about this lot of blankets. Neither 
are we, for that matter. We have 
bought blankets before. We know 
blankets and, what is more, we know 
you. When we bought them we 
thought of you and that blanket want 
of yours that is bound to come upper- 
most as soon as the snow flies, and 
perhaps sooner, 

‘*As soon as we saw the blankets 
and figured on the price we could af- 
ford to sell them at, we knew that it 
was only necessary to let you know, to 
sell them as quickly as did the man 
who made them. 

‘* Hence, this little book. 

‘* You never saw as. many pounds of 
real sleeping comfort for as few shil- 
lings before. 

“* These blanket bargains are ready 
now. We have bought one thousand 
pairs. We are not altogether sure 
that this is enough for all who will 
want blankets at these prices. Weare 
not quite certain whether you can get 
such good blankets for so little money 
again. It would be just as well not to 
wait too long.” 

In examining the letter-head upon 
which Messrs. Catesby & Sons write 
to me, I find that they have made a 
very clever use of a quotation from 
Shakespeare (‘‘ Richard Third,” act 
III, scene I), ‘* Good Catesby, go, ef- 
fect this business soundly.” 


Somebody sends me a clipping of an 
advertisement by Messrs, Litsch & Co., 
of Shasta, Cal. It is the worst speci- 
men of advertisement-setting that I 
have ever seen in my life. A display 
effect has been attempted by means of 
display type and borders. Instead of 
running one neat border around the 
outside, three borders have been used, 
which are run through various parts of 
the advertisement, apparently with the 
attempt to fill up the white space 
which the advertiser could not think of 
enough words to fill. 

The reading matter of the advertise- 
ment is set in fourteen styles of types, 
and this is a particular point that I 
wish to call attention to. An advertise- 
ment looks best in as few different 
styles of type as possible. I would 
never use more than three different 
styles, no matter what the -subject 
matter. Sometimes two different 
styles of type are sufficient, one style 
being used in the body of the adver- 
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tisement and the other style being used 
in the head-line. In the advertisement 


before me I presume that the printer 
had an idea that the more different 
kinds of display type that he could put 
into an advertisement, the better the 
display would be. This is never the 
case, no matter what kind of goods 
are advertised.  » 

* 


As editor of this department I re- 
ceive many letters of approval from 
various merchants who have been 
helped by reading the ‘‘ Store Man- 
agement” articles in PRINTERS’ INK. 

Their usefulness is a matter which I 
am very glad to have discussed, I 
would be very glad to have merchants 
make more suggestions than they do as 
to what way this department can be 
made to benefit them. I am in re- 
ceipt of a letter from Mr. Gray War- 
ner, of the Emporium Millinery Co,, 
of Denver, Colo., in which he states: 
“* T have already received enough bene- 
fit from reading your articles in PRINT- 
ERS’ INK to pay me for subscribing 
many times over.” 

* * 


Charles F, Jones, New York City: 

We read your articles on “ Store M: 
ment”? with a great deal of interest. In- 
closed please find one of our latest booklets. 
lf you can find space to criticise it, we will 
be greatly n° » 

Essrs. CRAIGHEAD & Co, 
(Groceries), Wooster, Ohio. 
The booklet inclosed is a very nice 
one. It is called pleasant reading, and 
is suggestive of groceries by the cut of 
a lady sitting at a table eating. The 
subject matter of the book is nicely 
gotten up. The style is very attract. 
ive. The cuts were made by Messrs. 
Moses & Helm, and I presume on this 
account that the book was also written 
by them. I am fair enough to admit, 
and egotistical enough to say, that I 
believe that Messrs. Moses & Helm 
can surpass anybody that I know of in 
making attractive booklets with the 
exception, of course, of myself. Most 
of the illustrations in this booklet are 
general, and could be applied to an 
other subject just as well as they coul 
be to groceries—in fact, I think I have 
seen some of them before in other 
booklets. One of them in particular is 
the same illustration that was used on 
the first inside page of a shoe booklet 
gotten out by Messrs. i: B. Lewis & 
Co., of Boston, Mass. I do not think, 
however, that this in any way inter- 
feres with the attractiveness of either 
booklets. 
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given to the author when he is known. 
and address of the writer will be printed, i 





READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 
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Holiday advertising is bound to be 
pretty much the same from year to 
year, It is hard to make very much 
variety to it, as people want very near- 
ly the same gifts one year as they do 
another. But there is always a certain 
number who put off their purchases un- 
til the last minute or make New Year 
the gift-giving time. Theads here this 
week are suitable for any time: 





Leather Goods. 


A Music Roll 


may be just the thing wanted, 
We can sell you a fine, black- 
grained, satin-lined music roll, 
full size, for 98e. 


A Pocket Book. 


This is something that always comes in 
handy for any time of year, e have 
real Alligator Pocket Books, 
with oxidized corners, which we sell for 
only 45c, Black and color 
grain combination pocket books in 
many different shapes, with sterling 
silver corners, 45c. 








Toys. 


ONCE A YEAR. 


You can give necessary things to your 
friends all the year round if you can 
afford it, but only once a year when 
Christmas comes is the time for remem- 
bering the children with the fancy little 
toys and nicknacks that make them happy 
ata very small cost. Come and look at 
our new toys, games, ingenious diver- 
sions, dolls, sleds, skates, little wagons, 
droll optical illusions and other lively 
and inexpensive presents for the young- 
sters. You are sure to find just what you 
want for just what you can pay. 


Optical Goods. 


Vertigo, Nausea 
and Eye Strain. 


Many people suffer from vertigo, head- 
ache and nausea, simply due to eye 
strain, which does not seem to affect the 





sight. They seem to see as well as any | made. 


one, and are really certain that nothing 
is the matter with their eyes; but clin- 


ical science has proven that the strain of | custom made, 








| Smith’s, on Washin 


Any Business. 


Will You be Happy ? 


Be sensible and you'll be happy. That is 
the way to have a happy New Year. Let 
your own good sense and judgment be your 

uide. You know water doesn’t run up hill, 

ou know the sun doesn’t move around the 
earth. You know a dollar’s worth will 
almost always cost you a dollar. Think of 
this when some one offers it to you for fifty 
cents. We don’t say that our prices are all 
“half prices.” We don’t say that what we 
sell for a dollar is always worth two. What 
we do say is that we give you the biggest, 
best, roundest dollar’s worth you'll get for 
the money — in town. 

(Goods and prices.) 





Any Business. 


98. 


Looks odd, doesn’t it? Have you written it 
many times? We have. Just in honor 
of the new year we are making that fig- 
ure to stand for one week on nearly every 
article in our store. Beautiful ——, sold 
before Christmas for $1.15, now we have 
knocked down to 98c. 

We have some beautiful ——, never sold be- 
fore for less than $2. This week they 
are $1.98. 

Also some fine ——, for which we charged 
$6.50 last week, and will again next 
week, but this week they are going at 
$5.98. All in honor of ’98. 

(Other goods and prices.) 


* 
Catering. 
I am prepared to do anything in fine 
work—weddings, receptions, teas and 
banquets, private breakfasts and lunch- 
eons, I can guarantee prompt, delicate 
and tasty service. Silver and linen 
rented. Salads, frozen delicacies, and 
everything pertaining to the business 
furnished. 


Any Business. 


A New Leaf. 


“T have turned over a new leaf,” said a 
gentleman living on —— street to a friend this 
et am going to save roma this 
year. k at this hat! Same thing I paid 
three dollars for a yearago. Cost me two at 
‘on street. Look at this 
coat! The style, the fit of it! Just feel of 
the goods. See the way it is trimmed and 
Black frieze, one seam, full back, 
all-wool, black satin lined, with silk velvet 
collar. It could not fit me better if it were 
and would cost $45 sure. 








the nerves around the eyes is the cause | Ready-made, it wéuld cost $20 anywhere but 


of much head trouble that seems unex- 
= Let us examine your eyes 


| 


at Smith’s. Got it there for $15. That is 
how I am saving money.” 
Other 


and prices.) 

















Any Business. 


The Last Week. 


Don’t put off buying your holiday 
presents any longer. If you have not 
found what you want anywhere else, 
come to our store and you will find, in 
spite of the rush and crush of holiday 
time, we have still a very complete as- 
sortment of tasteful, beautiful, low- 
priced articles suitable for the season. 


For the Baby. 


Handsome Silver Cup, gold lined 
$1.50 to $3.00. Baby's name engraved 
ree. 
* JEWELER HUBBARD,” 
Haynes Hotel Block. 








Gloves. 


A pair of good gloves is always ac- 
ceptatle. No one can ever have too 
many pair. Whether you want them 
for yourself or for some one else, you 
can make no mistake in buying them 
at our store, for every glove we sell 
is guaranteed. For any pair that 
rips on first putting on we will givea 
new pair. Any that should rip after- 
wards we will keep in repair for six 
months, 


(Descriptions and prices.) 


Dependable Jewelry. 


There is a wide difference between 
economical jewelry and cheap jewelry. 
Economical jewelry is always good—is 
just what it pretends to be; doesn’t wait 
afew weeks and then tell all beholders 
the brassy truth about itself. Depend- 
able jewelry has substantiai, intrinsic 
value, and costs no more than you feel 
able to pay. 








Any Business. 


. 4 
Begin Right 

When you buy a poor thing it worries 
you as long as it lasts. When you buy a 
good thing you are glad of the few extra 
cents, or possibly dollars, you spent for it 
every day you possess it. We have no 
poor, mean goods in our store. Every- 
thing is the money’s worth most abun- 
dantly. You will glad you bought it 
here, and you will come again. 


(Goods and prices.) 





Any Business. 


Before and After. 
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Any Business. 


THE RED FLAG. 


Sometimes a red flag means anarchy, 
sometimes an auction. It is usually a 
sign of excitement of one kind or an- 
other. What we are doing in our store 
seems to have stirred up as much commo- 
tion as if we had hung out a red flag, but 
it is only the bargains inside. Our com- 

titors don’t like it a bit. No wonder; 
ook at these reasons: 

(Prices.) 





Any Business. 


WAR CLOUD. 


We like to live at peace with all the 
world and free from “entangling alli- 
ances,” as Father George said. Reser: 
theless, we consider it good business to 
sell a —— at as low a price as . 

This makes quite a lot of disturbance 
with the high-priced stores, but as long 





as the bee y is on our side we are ready 
to stand and fight it out. 
(Goods and prices.) 
Shoes. 


We Want to Remind You. 


Perhaps you fo sometimes that 
we have a complete assortment of 
shoes, rubbers and overshoes for 
men, women and children and even 
babies. We sell a good solid school 
shoe, one that the boys won't kick 
through in a hurry, as low as $r.25. 
This shoe fits well and looks well 
also. Here are some prices on win- 
ter footwear for the older ones. 
(Prices.) 





Fortune 
Favors the Brave. 


Before the last Tariff bill went into 
effect our buyers were just brave enough 
to get us a big stock of ——, so now that 
prices have gone up all along the line we 
are fortunate enough to be in position to 
stick to the old-time figures; which is 
good fortune for you, too. 

(Prices.) 





A 


For a Cash Store. 


SECRET. 


Many dealers in this town wonder just 
how we sell high-g goods at the 
moderate petoes we do, but it is an open 
secret. e buy for cash and in large 
quantities ; two great big advantages to 
start with. Then we sell for cash; 
don’t pay other people’s bills; another 
big advantage. A very simple secret, 
after all. Notice these prices. 





Before Christmas you are looking for 
something tasteful, pretty and artistic, 
just appropriate for the season--you 
will fin it here. 


After Christmas you want something 
good for all the year round, with the 
staying qualities that time and use 
develo: 
you'll 


and at a pretty moderate price 
find that here, too, 


NOT A DROP. 


The price of wood and coal won’t get 
any lower this season. The — d 
they will take is when they are heaped 
in your cellar. It will be economy to 
buy now and of us. We will give you 

clean coal, free of dust and carried 
in without extra charge. 





(Goods and prices.) 
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CONFESSION OF A “JOURNAL” 
WANTED SOLICITOR. 


Astory of the building up of the 
Want and situation columns of New 
York Journal would, if each solicitor 
told ‘of his various experiences, fill a 
book and would be interesting reading. 

At 8.15 A. M. each day Mr. S. W. 
Merrell, Jr., of the Journal Resort 
Bureau, assigns each of the ten young 
men advertising solicitors their terri- 
tory. and classification they are to 
solicit for the day, by giving each 
solicitor the slips like this and he has 


—— — SET 














to separate his district from the rest ; 
each person is assigned certain classi- 
fications, generally like this: Male 
and Female Help Wanted, Male and 
Female Situations Wanted. Boarders 
and Furnished Rooms as a rule are 

iven to three persons for one dist ict. 
The districts are from Battery to Canal 
street on West side, including Broad- 
way, Battery to Canal street, East of 
Broadway, Canal street to 8th street 
on West side, including Broadway, 
Canal street to 8th street on East side, 
8th street to r4th street, including 
Broadway on the West side, 8th street 
to 14th street on the East side, 14th 
street to 23d street, including Broad- 
way on West side,and from r4th street 
to 23d on the East side. The districts 
uptown further are divided up, and 
solicitors sent out from the uptown 
branch, and as a rule the uptewn 
branch can and does show a record 
equal to the main office ; and it does 
not send out as many solicitors. Why 
business is better I don’t know, only 
surmise from talks I have had with 
persons who have been transferred to 
main office, that the people above 
have more money.- I should have 
mentioned from what source these slips 
that are pasted on our report slips are 





derived ; the classified columns of the 
various New York dailies of previous 
day are used, and taking the fact that 
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there are so many persons out of em- 
ployment, it is rather surprising to note 
the number of advertisers who have 
advertised, say the day before, and 
still the place is open for some person, 

Just a word or so regarding the 
various classifications, Just now is 
the busy season of the neckwear people 
and handkerchief concerns, and if you 
walk up Broadway from Franklin street 
to 14th street, and take in Wooster 
street, Green street and Mercer street, 
hardly one block but what will be 
found hanging in front of at least one 
door a sign asking for packers, or stat- 
ing that boxers and operators on hem- 


| stitched handkerchiefs are wanted. 


You take the infant hat and cap manu- 
facturers, it is a little late in the sea- 
son, and quite a number of firms have 
not got the help they wanted, their 
orders did not come in till late and all 
available help of this kind in New 
York is taken, and they look to other 
cities for help. One of the largest 
firms of this kind had to cancel hun- 
dreds of dollars worth of orders last 
year on account of not being able to 
secure enough help. You take a ad 
that advertises fora boy, by request- 
ing to answer in person, it seems as 
though every boy in town answered 
the advertisement. It is a peculiar 
thing about the want column of 7%e 
Journal, some persons have turned me 
down hard, by saying, ‘‘ The Journal 
pays, oh! yes. I tried your paper, a 
solicitor was in to see me some time 
ago, and he said results would be 
large, and what results did I get, 
nothing, simply nothing.’’ ‘“Well, that 
is too bad, but isthe paper to blame, 
agp. you were at fault, you certain- 
y ought to have gotten some result.’’ 
“Oh well, I have not got anything 
against 7he Journal. I read the paper 
and think it is the paper of New York, 
and have no doubt but it will be but a 
short time when the classified columns 
will be as good as any other paper. 
Another will say: ‘‘I used your paper, 
did not get results.’’ I will ask when. 
‘*Oh, about six months ago.’’ ‘‘Well, 
my friend, you misjudge Zhe Journal, 
for The Journal now, and six months 
ago can not be compared, for you will 
get double the results you got six 
months ago; why it was only about 
that time that the classified columns of 
The Journal began to get popular,and 
they are getting more so each day.” 
From personal observation I can say 
that Zhe Journal Help Wanted col- 

















umn is as good as any New York 
daily paper. By personal observation, 
I mean by inquiring and also by two 
Help ads that I caused to be inserted 
for a firm that did it on simply specula- 
tion, and who are at the present time 
regular customers of the paper. The 
Metropolitan Co-operative Association, 
8 Union square, who advertise for 
agents, Mr. Bothner, the president of 
the company (which is organized under 
the laws of West Virginia) told me 
that for out-of-town ‘‘ Help wants” 
The Journal far excels the other New 
York papers, while in other persons’ 
estimation it is good for New York 
Help wanted only. I have found sev- 
eral ‘‘ blind” or “fillers” during my 
experience as solicitoron 7 he Journal. 
Why or how a respectable paper can 
insert such an advertisement is more 
than I can say, but can say it is very, 
very small business, to say no more. 

Regarding ‘‘ Situations Wanted,”’ 
this column is not as well pulled up as 
the ‘‘ Help wanted ’’ column, and no 
wonder, the districts that are assigaed 
to you, for instance from Battery to 
Canal street on East side, it is the 
hardest work, you climb up four flights 
of stairs to see an advertiser, and he, 
upon your asking him if he advertised 
generally, jumps to conclusion that 
you have a place for him, and when 
you explain your mission by stating to 
him you represent Zhe Journal, and 
by advertising in the same he will, in 
all probability, get a place, he feels 
like throwing you down stairs, and 
you feel as though you would like to 
creep into some corner unseen by any 
one; again you are graciously received, 
especially by the Irish women, who 
will in the majority of cases give you an 
advertisement for two lines if they 
have ten cents, or will tell you to call 
back at such and such a time, and 
always can you rely on them; again 
on East Broadway you run across 
people who are advertising for a place, 
and who, when you interview them, 
understand only broken English, and 
you sometimes have to give them up 
in disgust. 

Regarding boarders and furnished 
rooms, the slips that are given us each 
day, are the poorest guide for this 
class of advertising, and also the 
people that you see are the hard- 
est to talk to (they are women, of 
course) on the subject of getting busi- 
ness, sometimes you really have to put 
your foot in the door, so as the person 
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who answers your ring can not shut 
the do-r on your face, as they will do. 
The best way to solicit this class ad- 
vertising is to take for instance West 
21st street; start at Broadway working 
west by calling at each house that has 
the sign out, care being taken of course 
that you do not go to any regular; by 
doing this way more business been 
gotten, than by following cards. 

It will only be a thing of time, when 
the classified columns of Zhe Journal 
will carry as much business as either 
The Herald or World but this:can be 
done only by a thorough canvass of 
advertisers who advertise in classified 
column, and by forcing upon their 
mind, should they not want anything 
at present, that in future when in 
want, by advertising in The /ournal, 
their wants will be filled, 

An offer of prizes averaging $130 in 
gold each week is carrying no little 
weight among the want advertisers, 
especially among persons who adver- 
tise for agents. Each daily morning 
paper contains 3 coupons, numbered 1,2, 
and 3. By using coupon No, 1, the 
reader who states briefly the best ac- 
count of the best results obtained will 
get each day $5, $10 on Sunday, He 
must send copy of advertisement 
answered, which must appear same 
day as date of coupon. 

By using coupon No, 2 the adver- 
tiser who sends a concise statement of 
the best results obtained from any 
particular advertisement, The Journal 
will give $5, each Sunday $20. 

By using coupon No,. 3 the want 
reader who estimates the nearest to the 
number of want ads each day will re- 
ceive a cash prize of $5 daily, and $10 


Sunday. H. F. W. 
<select 
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**MUCH ADO ABOUT NOTHING.” 


A NEWSPAPER DETERMINES TO HAVE ITS CIRCULATION CORRECTLY RATED 
IN THE AMERICAN NEWSPAPER DIRECTORY AND EMPLOYS LEGAL TALENT 
TO PREPARE A REPORT THAT COULD JUST AS WELL BE MADE BY ANY 
SCHOOLBOY, AND FINALLY, AFTER NINE MONTHS OF EFFORT, GETS IT RIGHT 
AND SENDS IT IN JUST SIX WEEKS AFTER THE BOOK IT WAS INTENDED 


FOR HAD GONE TO PRESS, 


In Victoria, the capital of the prov- 
ince of British Columbia, there was 
established in the year 1894 a weekly 
paper called the Province. It was first 
described in the American Newspaper 
Directory for 1895, and in accordance 
with the custom, when the name of a 
paper appears for the first time, no 
circuiation rating was accorded, When 
the revision of the Directory for 1896 
was under way the usual application 
was sent to the Province for informa- 
tion upon which a correct circulation 
rating might be based, but no informa- 
tion being forthcoming the editor of 
the Directory rated the circulation of 
the paper in accordance with such in- 
formation as he had at hand. The 
rating accorded to the Province in the 
Directory for 1896 was L, which, as is 
explained by the key, means exceeding 
one hundred copies. In February, 
1897, Martin & Langley opened a cor- 
respondence with the publishers of the 
Directory and the same has proceeded 
pleasantly through nine months. The 
letters that have passed thus far are 
printed here: 

Martin & LANGLEY, Barristers-at-Law, } 
4 vernment Street. 
ARCHER MartTIN, W. H. Lanciey. 
Cable Address “* Marlang.” 

Victoria, B. C., Can., Feb. 18, 1897. 
Messrs. George P. Rowell & Co., Publishers 

American Newspaper Directory, to Spruce 

Street, New York, U.S. A.? 

Dear Sirs—Our attention has been drawn 
by “ The Province Ltd. Lby.” of this city 
to the item in your American Newspaper 
Directory for 1896 arding the Province 
newspaper, of which they are the publishers 
and proprietors. Our clients are at a loss to 
understand how you arrived at the rating of 
circulation ** L” given in that item, which is 
no approach to the truth, and is calculated 
to injure, and has indeed injured, their 
business appreciably. On referring to your 
key we find *L” signifies ‘ exceeding roo” 
and under 400, which latter circulation is as- 
signed to “K.”’ At the very commencement 
of the paper two thousand copies were circu- 
lated, the object being to keep this up till 
every person named in the British Columbia 
directory as residing in this province had re- 
ceived a copy of the paper. In December. 
px there was a bona fide circulation of 
1,848 ; last year the circulation reached 3, 
average, and on special editions reac 
7,000, and it is steadily increasing. 

‘e may mention that our clients believe it 
was almost entirely owing to your unjustifia- 
ble statement that an agent of the pa who 


r. 
was sent on an advertising trip to ‘ashing- 








ton, Oregon and California, met with very 

or success in this expensive venture ; they 

cnow of at least one case where an adver- 

tising contract was specifically refused on 
the ground of your rating. 

Our clients never received any circular 
from you to give information, but even if 
they had, and refused to give it, this would 
not justify you in making such reckless 
statements, when aw p ble busi 
man in this city would have told you that 
your rating of the Province was preposterous 
—so preposterous that our clients are almost 
reluctantly driven to the conclusion that 
there is something malicious in your report. 

Under these circumstances we have to re- 
quest you to be good enough to take steps to 
inform us immediately how you propose to 
rectify the damage you have done; and you 
will please understand that if you do not 
promptly seize this opportunity to manifest a 
disposition to make ample amends, we have 
instructions to forward the case to our agents 
in your city for immediate suit without fur- 
ther notice. In order that there shall be no 
doubt as to the receipt of this letter by you, 
we take the precaution of registering it. 
Yours truly, Martin & I ANGLEY, 


New York, Feb. 25, 1897- 
Messrs. Martin & Langley, 43 Government 

st., Victoria, B. C.? 

GENTLEMEN—Y our letter of February r8th 
is at hand. 

Will you kindly inform us what steps we 
can take that will be satisfactory to your 
client and make everybody happy ? We 
presume you will ask nothing that is not 
reasonable, and if we are in error we sh 
pein? comply with pleasure with any 
reasonable request. We are your obedient 
servants, xo. P. Rowett & Co., 

Publishers of the American Newspaper 
Directory. 

Victoria, B. C., Can., March 5, 1897. 
Messrs. Geo. P. Rowell & Co.; 
Re Province Ni per. 

Your letter of the asth February received. 
What our clients require that you should do 
is: (a) Publish in the British Columbia sec- 
tion of your directory a prominent notice 
rectifying your error, and expressing regret 
for the same; (6) Send out circulars to same 
effect to the principal business houses in 
California, 





oO n, Washington and British 
Columbia ; (c) Send letter to our clients of 
correction and apology, so that they may 
show it to their advertisers and remove the 
false impression you have created. - 

Our letter of the 18th February supplies 
you with the full information necessary to 
comply with these three requests. : 

If you promptly comply our clients will be 
satisfied, but were they at of a vindictive 
disposition you would not get off so easily. 
We shall expect an answer by return m: 

Martin & LANGLey. 


New York, March rs, 1897. 
Messrs. Martin & Langley: 
Your letter of March Ye is duly at hand, 
As a preliminary for further steps will you 
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kindly cause your client, the Province 
newspaper, to fill up the circulation blank 
sent you herewith and return the same to us, 
duly signed and dated ? 

Your kind attention will greatly oblige 
your obedient servants, 

Geo. P. Rowe.t & Co., 

Publishers of the American Newspaper 
Directory. 

Inclosed one of the large circulation blanks. 


Victor, B, C., Can., April 1, 1897. 
Messrs. Geo. P. Rowell & Co. ; 
Re Province Newspaper. 

Our clients, the “ Province Limited Liabil- 
ity,” publishers of the P) ovince newspaper, 

ave us a circular, received from 
you, together with a poet of that part of 

our Directory for this year relating to 

ritish Columbia. We notice that in spite 
of what we have written to you in this mat- 
ter, you persist in giving them a wrong 
rating as to their circulation, which you have 
put down as “J K L.” 
If you will refer to our letters of the 18th 
February and the sth of March, respectively, 
you will see that we furnished you sufficient 
information of the circulation of this paper 
to enable you to make amends in the manner 
required by our letter of the sth ult. You 
do not appear to have taken any steps to 
carry out those requirements, and your letter 
of the ssth ult. is no answer to our letter. 

Under the circumstances we now point out 
to you that in the face of the information 
you have received, the publication by you of 
any such statement about this paper as a 
pears in the proof already mentioned will 
an avation of the libel you have already 
committed, and that we are writing to our 
agents in New York to take such proceedings 
as may be necessary. We —? add that we 
are surprised that you should pursue the 
course you have taken in this matter after 
being made acquainted with the facts by us. 
Yours faithfully, Martin & LANGLEY. 


Law Orrice or Grorce W. Husse.., 
346 Broadway, New York City. 
May 11, 1897. 
Messrs. George P. Rowell & Co., Publishers 
American Newspaper Directory, No. 10 
Sj e st., City: 

EAR Strs—My clients, ‘“ The Province 
Limited Liability Company,” publishers of 
a newspaper called the Province, at Victoria, 
B. C., have placed in my hands for attention 
a clair against you for damages on account 
of a certain rating at circulation, given in 
your American Newspaper Directory for 
1896. Theco ndence which has already 
passed between Messrs. Martin & Langley, 
of Victoria, and —— has been sinesd 
in my hands. y_clients claim that you 
have atly injured them by your action, 
not only with respect to your original ratin; 
of “L,” but your subsequent rating o 
“KL,” after having received full informa- 
mation from my clients. Will you please 
give this matter your early attention? Very 
truly yours, Geo. W. Hussett. 


New York Crry, May 17, 1897. 
ag G. W. Hubbell, 346 Broadway, New 
ork: 

DEar Sn Rasiytas to your favor of May 
11th, we have carefully investigated the case 
of the newspaper called the Province, of 
Victoria, B. c. and inclose herewith a state- 
ment of the facts concerning it. Will you 
kindly examine this statement, and having 
done so, tell us what, in your opinion, ought 
to be done? 
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We shall be very glad to see you in our 
office at any time to furnish any further in. 
formation which you may desire and which 
we can give. Yours sory reeeealy, 

Gro. P. Rowett & Co., 

Publishers of the American Newspaper 
Directory. 

P. S.—We also send you a copy of the 
American Newspaper Directory for 1896. 

Notre: The Directory circular inclosed 
was March 4th issue and pages indicated 
thereon. 


New York Cry, July 19, 1897. 
Messrs. Geo. P. Rowell & Co.: 

Your letter of May 17, with inclosures, 
came duly to hand, and I submitted the same 
to my clients. In reply, they instruct me to 
demand from you that you (a) Publish inthe 
British Columbia section of your Directory 
a prominent notice rectifying your error and 
expressing regret for the same; (4) Send out 
circulars to same effect to the principal houses 
in California, Oregon, ashington and 
British Columbia; (c) Send letter to our 
clients of correction and apology, so that 
they may show it to their advertisers and re- 
move the false impression you have created, 

If you will comply promptly and perform 
these various requirements, the matter may 
be considered settled, otherwise 1 am in- 
structed to bring suit against you. 

Gro, W. Hussett. 


New York, July 26, 1897. 
G.W. Hubbell, Esq.: 

Your letter of July roth, in connection 
with a previous communication from you, 
seems to assume that we have made some er- 
roneous or injurious publication concerning 
a paper called the Province, of Victoria, 
B. C. If we have been remiss, as you ap- 


pear to suppose, we shall be a7 too glad to 


take every proper step to right the supposed 
wrong. At the present time, however, we 
find it difficult to designate the extent or 
substance of our supposed error or wrong- 
doing, and that being the case, are puzzled to 
discover how we may publish a notice recti- 
fying an error that, so far as we know, may 
not have been committed. 

If you will be so kind as to prepare for us 
the form of paragraph or communication 
that will be satisfactory and pleasing to your 
clients under the requirements set down in 
your letter under specifications a, 4 and c, 
we shall be very glad to adopt the same if it 
seems prehensible, r ble and proper. 
Geo. P. Rowe.t & Co. 


New York, Aug. 23, 1897. 
Messrs. Geo. P. Rowell & Co.: 

In accordance with the terms of your letter 
of July 26th, I herewith send you form of 
notice, circular and letter of correction and 
apology, which have been approved by my 
clients, and which you are oy ecg | to sign 

Ww 





and send out. Please let me hear from you. 
G. W. Huspett. 


NOTICE—CIRCULAR—LETTER. 

(a) Prominent notice in British Columbia 
section of American Newspaper Directory, 
rectifying error and expressing regret for the 
same as follows: 

“N. B.—We regret to say that in our issue 
for 1896 the rating of the Province newspaper, 
of Victoria, was, through inadvertence, given 
as circulation ‘L,’ whereas the correct 
rating should have been * H.’” 

4) Send out circulars to same effect to the 
principal business houses in ifornia, 











Oregon, Washington and British Columbia, 
The circular may follow exact words of 
above notice, with the addition of these fur- 
ther words: “* The circulation of the Prov- 
ince newspaper is now, we believe, 3,750.” 

(c) Letter of correction and apology, so 
that our clients _ show it to their adver- 
tisers and remove false impression. Letter 
as follows : 
“To the Secretary. the Province Limited 

Liability, Victoria, B. C.2 

“Dear Str—We have considered your 
complaint in regard to our rating of your 
newspaper, the Province, at ‘ L’ (above roo) 
in our American Newspaper Directory for 
1896. We find that your paper should have 
then been rated at ‘H’ (exceeding 2,250). 
We regret very much to learn that our error 
has been harmful to your advertising busi- 
ness, and trust that you will accept our 
apology for the uni ional mistak 

- We are glad to learn that your circula- 
tion has now reached such a large figure as 
3,750 since you were established in March, 





ote further: The Province should be 
described in the Directory as follows: 

“The Province: Saturdays ; independent ; 
32 pages, 9x13 ; subscription, $1; establishe 
1894. The Province Limited Liability, 
editors and publishers ; circulation, ‘ H.’” 


New York, Sept. 1, 1897. 
George W. I/ubbell, Esg.: 

Answering your letter of August 23d, we 
desire to remind you that the circulation 
rating accorded to the Province in the 
American Newspaper Directory for 1896 
purported to be the average issue during the 
year 1895. In order, therefore, that there 
may be no injustice done and no misunder- 
standing, it would appear that before an- 
nouncing that thecirculation rating accorded 
to the Province in the Directory for 1896 was 
wrong, and setting forth what would have 
been a correct rating, it would seem advisa- 
ble that due precaution be taken to learn that 
the publishers of the Province who furnish 
the information upon which a correction 
may be based, have in mind the same period, 
and also the average issue for the period. 
Otherwise, what is offered as a correction 
may tend to mystify or mislead advertisers 
who rely upon the Directory reports. 

If you will kindly procure from the pub- 
lishers of the Province the information which 
appears to be needed you will oblige 

Geo. P. Rowgit & Co. 

P. S.—For the convenience of the publish- 
ers of the Province we send you herewith 
blank forms such as are sometimes used by 
publishers for conveying the desired informa- 
tion, and would suggest that for the purpose 
of avoiding future errors a statement be 
made to cover the year 1896, as well 1895, 
and, if the publishers of the Province desire, 
they may furnish one for the first six months 
of the year 1897. 


(Memo,) Sept. 1, 1897. 
Case of the Victoria (B. C.) Province. 

This paper did not send a detailed report 
of circulation to the American Newspaper 
Directory covering the year 1 

It did not send a detailed report covering 
the first six months of 897. . 

It sent no report of any kind at any time. 

We wrote his attorneys March rsth, in an- 
swer to their communication, that as a pre- 
liminary for further steps they should cause 
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their client to fill out the inclosed circulation 
blank and return it to us, signed and dated. 
This was not done. 


Nev. York Crrvy, Oct. 20, 1897 
Messrs. Geo. P Rowell & Co.: 
_Re Province vs Rowell. 
Answering your letter of September 1st, I 
herewith inclose detailed statements of the 
circulation of the Province from June 1st, 
1895, to May 31st. 1896, and from June ist, 
ss to May 3ist, 1897, 
hope upon receipt of this, you will at 
once send out the notice, circular, and letter 
of correction and apology which I sent you 
on August 23rd. Please let me hear from 
you at once. G. W Hussetc. 
Detailed statement of the circulation. of 
the Province, and average from 1st June, 
1895, to 31st May, 1896: 
1895. 
June Boccivepsves 
8 







July 


August 


 - 
Se 


Bie. 71750 
September 7... : 
4 


October ge he 


3 
December 7 





vebdeeee see 8,700 
1896, 
January 
2 8,200 
February 
March 
10,135 
April 
12,705 
May ’ 
+ 14,875 
rs ee Pee odee-enceauee> con es UR OO8 


Average........+++: 200.9 0ee sie © om 2,161 
Certified correct this 13th day of October, 


1897. ; 
(Signed) C. L. Cutum, Foreman. 
Detailed statement of the circulation of the 
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Province and average from 1st June, 1896, to 
May 31st, 1897 : 
1896, 


June 
July 


August 


September 


November . 
December 


1897. 


January 


3 
February 
I 





March 





April 


be i 
_ 897 ened) C. L. Cutirm, Foreman, 


New York, October 20, 1897. 
George W. Hubbell, Esq.: 

The communication you send us from the 
Province seems to fail to convey the infor- 
mation needed, inasmuch as the circulation 
rating complained of was for the year 1895, 
and the information now furnished covers 
only a portion of that year. 

If you do not think we are more particular 
than we should be, we would like to have 
you consider as a lawyer two points: First, 
whether the foreman when he signed the 
statement sent, ought not to have signed with 
a pen instead of with a typewriter; and, 
second, whether he ought not to say what he 
is foreman of—whether of the composing- 
room or of the press-room, or of what—and 
state that he occupied the position at the 
time concerning which the inquiry is pend- 
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ing, and that he knows of his own knowledge 
that the facts are as he states. 
Trusting you will not think us too particu. 
lar and insistent, we are, 
Gero. P. Rowet & Co, 


New York, Oct. 22, 1897. 
Messrs. George P. Rowell & Co.: 
Re Province vs. Rowell. 
I think we have complied in ar 
manner with your requirements, and must 
now call upon — for the fulfilment of your 
agreement with respect to circular, letter of 
apology, etc. The statements which I sent 
you cover the average circulation of the 
/'rovince from June 1, t i to May 31, 1897, 
and the originals are signed with the pen by 
the foreman, who, I understand, is pny m4 
man of the paper. 
I ask your early attention to this matter, as 
I can not ask my clients to do anything fur- 
ther, as they have suggested that you do not 
intend to give them any satisfaction in the 
end, and that the outcome of the whole mat- 
ter will be a suit at law. You can easil 
avoid this if you will do what you promised. 
I will expect a very early reply to this letter. 
G. W. Huppert. 
I send you herewith the original state- 
ments, 


hl 





New York, October 23, 1897. 


George W. Hubbell, Esqg., 346 Broadway, 
ew York: 

en Str—Your letter of October 22d is at 

nd. 

If at this stage you think the interests of 
your client require a law-suit for their proper 
adjustment, please go right ahead. e are 
your obedient servants, 

Geo. P. Rowe.t & Co. 

P. S. Of course you know that the report 
seat does not cover the period in controversy. 


New York Cry, 
November 29, 
Messrs. Gea. P. Rowell & Co. : 

Re “Province” vs. Rowell. 
I herewith send oy detailed statement of 
the circulation of the Province, and average 
from Jan. 1, 1895, to Dec. 31st of the same 
year, certified to as being correct, also a sim- 
ilar statement covering the year 1896. These 
two statements are omtified to by Walter C, 
Nichol and James G, Young, and are regu- 
larly sworn to. Hav now literally com- 
plied with all of your demands, I hope you 
will at once make the reparation which te 

been agreed upon. G. W. Huppevt. 


1897. } 


DETAILED STATEMENT OF THE CIRCULATION OF 
THE “* PROVINCE,” AND AVERAGE FROM IST 
JANUARY TO 31st DEC., 1896, 


1896. 
January. «foc coee..... BGO. 400...-5 
Blecceccccves 24050.... +++. 
TB. occccccss. ByOGO. oe0...0s 
BG. ccciccees GAGDs sa esiees 8,200 
February 1.....-.s45- SOE Sicceces 
8 
March 
April 

















May ZisvesesseeeByS45-coseecee 
June 
5 
july Go ccesccccceGpOQS.+0+-+ 000 
£8 coscnn cused 35295. - 
TB. cccvccecs 39545. -+- «ee 
Boeri cacseend Bp2QS+rccceres 139430 
August Zo ccvvvesees Br2Q5. ++ eeeee 
8 ebteced Ce eee 
BGrccee aber i Te 
BB. cscoscces 3990S--cerecee 
29. does oes — Wee ee 29,350 
September 5...... PE Serre ee 
OB. svdlesb ves WIG6s vs ve0ic 
TQrccevessces 3904S see cceeee 
96. ..cccecces ByO4Soseereses 12,830 
October B. vdcostseds ee ST 
BOs vicVicey dhe’ GMOS e seicerce 
BF se vwevedes ByO4S. cs cccce ‘ 
BGs xbdecsiaes BAG. cocscocs 
GBoccccassves BOMGe<ocieveee 15,225 
November 
December 


Certified correct this 18th day of Novem- 
ber, 1897. amrs G. Youna. 
. C. Nicuor. 


DETAILED STATEMENT OF THE CIRCULATION OF 
THE “* PROVINCE’ AND AVERAGE FROM 2ST 
JANUARY, 1895, TO 31ST DEC., 1895. 


1895. 
January = 5§. .eeeeeeses 2,050. 
February 
March 
April 
May 
Qo vedcsvosvic ByFOOocccvces 6,750 
June Zevewoes ove eXGiOOvecce cess 
b idee bb6c CRED. do geeece 
NBs arse Pe te 
BB. scvee sB—SO0. vogcasic-s 
BWovcccoseses TG00. eee eeese 8,000 
July Docc vdcceet TA cess ove 
EBs ak sco ces pEGODic dicvvcee 
BO. e000 oovees 1,600. 664.200 
BJorevesece eeTy5SOvceeeeees 6,350 
August Quevpsndeesse 3 :SBO vdecaves 
ES ovepeteladetuse 
Rese a ao 
BE. ee daeoe'y 2890.0! s 0006 
Tis .cs0chadMePeaseds suis 75750 
September 7......+++++ ByFPDowveceses 
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BZoccvccscees ByOSOn ee revees 
JO. vonccccces BjOGO+ eee vere 11,750 
December 7..........+ 2j050...+..50% 
Bgccccvveceds BOS. .seeees 
BS owevvene cad BGO... 5. .2000 
9B. 000000000 BOBO. evscces 8,200 
A 91,500 
VOTAZE «ee eecerecseereeess 1,759 32-52 
Certified correct. ames G. Younc. 


. C. NiIcHOL. 


New York, November 30, 1897. 
George W. Hubbell, Esg., 346 Broadway, 
New York: 
Dear Sir—Your letter of November agth 
is received, with incl as stated. 
Will you kindly tell us who Walter C. 
Nichol and James G. Young are, and oblige, 
Gezo. P. Rows. & Co. 


Law Office of t 





Grorce W. Husse.t, 346 Broadway. 
New York City, December 1, 1897. 
Messrs. Geo. P. Rowell & Co., Publishers 
American Newspaper Directory, 10 
Spruce street, (ity: 
Re Province vs. Rowell. 

Dear Sirs—In answer to your letter of 
Nov. 30, I herewith inclose an affidavit of 
Walter Cameron Nichol and James G. Young, 
which accompanied the statements A and B, 
which I sent you, and which by some inad- 
vertence was detached, and not sent to you. 
Please attach this affidavit to statements A 
and B, and the return will be complete. 


Very truly yours, G. W. Huser. 
Dominion OF 

CANADA, PROV-| THEE « PROVINCE” 
INCE OF BRITISH NEWSPAPER. 
COLUMBIA. 
To WIT: 

WE, Watrer Cameron Nicnot, of the 
city of Victoria, in the Province of British 


Columbia, editor of the Province newspaper, 
and James Garpam YounG,of the same 
place, accountant, severally do solemnly de- 
clare as follows : 

x. That hereto annexed marked “A” and 
““B” respectively, are detailed statements 
showing “rs oem of vt aed 
newspaper for the years 1895 and 1 

2. That the said statements have been 
carefully compiled from the books of the 
publishers of the said newspaper, and we do 
verily believe that the said statements are 
true in substance and in fact. 

And we make this solemn declaration con- 
scientiously, believing it to be true, and know- 
ing that it is of the same force and effect as 
if it were m: under oath and by virtue 
of ** The Canada Evidence Act, 1893.” 

Dec aren by both the 

above-named depo- 

nents severally at 

Victoria, in the v~ 

ince of British Col- 

umbia, on the roth 
day of November, 


W. C. Nicnot, 
James G. Younc. 


A. D. 1897. 
Before me, W. H. LANGLEy, a not b- 
fie in and for the Province of British Colum. 
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It would appear that the Province had 
a regular average issue during 1895 of 
1,759 copies, which is a very handsome 
circulation indeed. Toany one who has 
followed this correspondence it would 
appear that the publishers of the Prov- 
ince must have had some feeling about 
the matter and been anxious to have 
their circulation stated correctly in the 
Directory. To accomplish this they 
have employed first a lawyer in Vic- 
toria, and afterwards another in New 
York, who have conducted a corre- 
spondence extending over a period of 
nine months, and have finally induced 
their clients to supply to the publishers 
of the Directory such information as 
would enable them to state that the cir- 
culation of the Province has been 1,759 
copies in 1895 and 3,066 in 1896, as 
above stated. How much easier it would 
have been for the publishers of the 
Province inthe beginning to have sent 
to the editor of the Directory just such 
a statement as they now send after nine 
months’ correspondence under the in- 
structions of two (doubtless) respect- 
able law firms. 

The editor of the Directory says that 
he is now at work upon a revision 
of his book for 1898, the thirtieth year, 
and that the first issue for that year 
will appear on the first day of March, 
1898. It would seem that the Province 
would wish to have its circulation for 
the year 1897 correctly stated in that 
issue, and the editor of the Directory 
wonders whether, after the experience 
they have had, the publishers of the 
Province will see the propriety of send- 
ing in a statement for his guidance, 
or whether it will seem to them advis- 
able to employ a lot of lawyers for an- 
other year to convey information when 
it is too late to be used. By dealing 
direct with the editor of the Directory 
they can be correctly reported without 
trouble or expense. This long story 
is of interest to the readers of PRINTERS’ 
INK because it illustrates the care with 
which the American Newspa Di- 
rectory is edited and some of the diffi- 
culties with which its revisions are at- 
tended. Inasmuch as PRINTERS’ INK 
is read by ALL advertisers, not only in 
California, Oregon, Washington, Brit- 
ish Columbia, and Great Britain as 
well, and also by those distributed 
throughout the Canadas and the United 
States, it is hoped that the publication 
of all the facts in these pages will be 
deemed by the Province and its legal 
advisers a substantial, even a generous, 
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compliance with their demands, If 
after re-reading the correspondence, it 
should occur to these gentlemen that 
they have been to a deuced lot of trouble 
and to some expense to get what they 
might have had without any trouble at 
all, it may be that their experience may 
be worth to others what has been its 
cost to them, and it may be that these 
gentlemen are members of that great 
class who can only learn in ‘‘a dear 
school.” 


——— +o —___ 
PAPA KNICKERBOCKER’S DAILY. 

The Martin B. Brown Co., of New York, 
retains the contract for printing the City 
Record. This genmention enjoys the honor 
of being the dullest newspaper in the city, if 
not in the world. It is devoted to advertise- 
ments of contracts for supplying Father 
Knickerbocker with almost everything he 
needs, from asphalt pavement to flannel 
blankets for the paupers. The “ straight 
matter ”’ in the City Record consists of long- 
winded reports of the proceedings of various 
departments of the municipal government. 
No meeting is reported until a long time 
after it has been held. The circulation of 
the City Record is limited almost entirely to 
the hard-working office holders, who read it 
in the morning while they are getting their 
shoes polished. The editor of the City 
Record is not called an editor but a super- 
visor, and it is his business to take charge of 
all the city printing. e is free from all 
danger of libel suits, and he never has to 
perjure himself in a circulation affidavit, be- 
cause no living man cares a fig what the cir- 
culation of the City Record is.—National 

tiser, New Yor 
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ONE EXCEPTION. 
BATAVIA, N. Y., Nov. 29, 1897. 
Editor of Printers’ Ink: 

In the Little Schoolmaster for November 
r7tha contributor presents a plan for figuring 
circulation on the basis of population, select- 
ing for the purpose of illustration severa 
“known circulation” papers of the State 
which are generally conceded by advertisers 
to print the number of papers which their 
published statements claim. In each in- 
stance he chooses the paper of the largest 
circulation in the city in which it is printed. 
Selecting the Democrat in Rochester, your 
contributor figures that with a population of 
133,896 and a circulation of 23,429, that paper 
prints 174 copies for each one thousand of 
population. In Buffalo, choosing the Vews, 
admittedly the most widely circulated Paper 
there, his method of calculating shows that 
with a circulation of 61,895 in a population of 
255,064, that paper prints 242 rs for each 
one thousand of population. is other com- 
parisons show that in no instance does a pa- 

r make a higher percentage than 242; and 
Ris conclusions, it must be assumed, are that 
any claims exceeding these figures should be 
looked upon with distrust by the man who 
places the advertising. 

Had your contributor stopped midway be- 
tween Rochester and Buffalo, in the little 
city of Batavia, he would have found con- 
fronted with his theory a condition that 
would have convinced him that his method 
of calculation was not to be depended upon. 
He would have found in Batavia, with a 
population of 7,221, the Daily News, which 
during October printed an average of 5,121 
copies daily, the lowest average since last 
May, as its Fe myo affirm. Adopting 
the same methods of circulation that were 
used in Buffalo and Rochester, it will be 
seen that the Mews prints 709 papers for 
every one thousand of population. en by 
figuring a few <aoments more he would have 
—— that if the Rochester et 
prinied aS many papers in proportion to the 
population of 4 city as ihe Batavia News 
dves in proportion to the population of the 
town in which it is published, it would print 
to exceed 94,000 a day, or more than the out- 
put of the five daily newspapers of Rochester; 
and if he had made the same comparison with 
Buffalo he would have discovered that to 
keep in line with its Batavia neighbor the 
Buffalo News would have to print in excess 
of 180,000 papers, which is probably as great 
a number as the total circulation of all of the 
six dailies of the much-boomed Queen City. 
If your contributor was amazed by this 
showing he could have satisfied himself by 
stopping over between the 3.18 and 6.26 
p. m. fast trains on the Central’s four-track 
road, watched the turn of the counter on the 
press, counted the names on the mailing list, 
looked over the cash turned in by the 
carriers and then made his own figures with- 
out depending upon the publishers’ state- 
ments or the figures of the Newspaper Di- 
rectory, 

As a matter of fact the percentage of circu- 
lation in the three instances noted is somewhat 
higher than it should be. The circulations 
are all based on recent statements, while the 
populations given are all those of 1890, All 
the towns named have increased in popula- 
tion at least 20 per cent since the last Federal 
census was taken. G. S. Griswotp. 


The Batavia Mews is a four-page 
paper,crammed with local advertising, 
and consequently wearing a prosperous 
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look that is not often found outside the 
larger cities. In a circular entitled 
‘Gradual and Steady Growth,” the 


publishers say : 

“For eleven years the circulation of the 
has been gradually increasing, In 
these years it has more than doubled. Just 
how steadily it has grown is demonstrated 
by the following figures, which give the av- 

circulation for the month of October in 


erage 
pom year from 1887 to 1897, both inclusive : 
1887—2,222 1892— 3,892 
1888—2,511 1893—3,932 
1889—2,997 1894—4,007 
1890—}3,102 1895—4,178 
1891 —3.409 x 4s 


1 897—-5, 1 2 * z 

“This growth has been gained on the merits 
of the News asa purveyor of the local and 
general news. The ple have recognized 
its merits and liberally sustained it by their 
patronage. It has never engaged in a voting 
cor .est, prize offer or guessing scheme, nor 
otner questionable methods for booming cir- 
culation. This sort of a paper is recognized 
as the best advertising medium.” 


JUXTAPOSITION. 
Bancor, Me., Nov. 30, 1897. 
Editor of Printers’ Ink: 
How’s this for suggestive juxtaposition ? I 


really don’t believe eggs will be called for 
during that concert, And still such ad- 


SECOND 
ony Concert 


Pullen's Full Orehesira 


TENOR SOLOIST. 
at Andrews until Sarunday. Tec, & at Dp clock 
4..m., when the sale opens for-elagle Gisisers 
with reserve | beats. .” 








FRESH EGGS "use 


—-AT-— 


BANGOR BEEF Co. 


per foreman 
neral fitness 
. CLIFFORD. 








grouping often shows the 
to be a man who realizes the 
of things. Frep 


—— +o - 
THE OLDEST NEWSPAPER. 
Pekin's Xin Pan is the oldest newspaper 
in the world, having been published continu- 
ously for nearly a thousand Pag It began 
as a monthly, became a weekly in 1361, and 
since the beginning of the century has been 
a daily. It now publi three editions a 
day, and in order to prevent cheating by the 
venders, prints them on paper of different 
colors, the first being yellow, the seco: 
white, and the last gray.— Argonaut. 
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NEITHER “ OSTENSIBLY NOR 
IDENTICALLY.” 
Office of 
J.C. Aver Co, 
Domestic Dept.—Ayer’s Cherry 
Pectoral, Ayer’s Sarsaparilla, 
Ayer’s oeemegee's Hair Vigor 
Ayer’s Ague Cure. Awarde 
pee honors at the World’s 
Chief Expositions. 
Lowst., Mass., U.S. A., Dec. 3, ’97- 
Editor of Printers’ Inx: 

Just two things:—In yours of December 
ist you see fit to photograph our offer to 
Stamford Mirror for extra space. The edi- 
tor of the Mirror should not assume too 
much indignation in the matter of the rate 
offered, because the offer for extra s was 

recisel pro rata with that accepted by him 
‘or regular contract afew days before. 

One more thing:—In your editorial on 
Proprietary Articles, in the same issue, you 
get slightly mixed, and before making sucha 
statement, editorially, it might have been 
well to know the facts. Hall’s Hair Renewer 
is not “* ostensibly put up at Nashua, N. H.” 
It has been manufactured there for fifty years 
and is manufactured there to-day. Itis a 
separate and distinct institution from the 
jJ.CGA Comgeny of Lowell, having its 
own officers and management, and Hall's 
Hair Renewer and Ayer’s Hair Vigor are not 
“identically the same Lye, ¢€ 
to spoil your story about a hair renewer and 
cough cure out of the same tank, but we do 
not want a false im ion to go abroad in 
the trade, even for friendship’s sake. 

Yours v truly, 
4; . AYER COMPANY, 
Atrrep E, Ross, Treasurer. 


The Hall's Hair Renewer “is actually put 
up" in Nashua. It is a fact that both are 
owned by the same company and have been 
since 1871, but the operations of the com- 

les are as separate as though of different 
ownership. Each es its own compound 
in its own factory, doesits own ad i 
and pays its bills. They have nothin 
with each other financially, except 
same company gets the profits. 

And those are nothing to be sneered at. 
During the War Charles Gillis bought out 
the interest of his , R. P. in the 
— get remag He ran it unit . I, 
making in those eight years, as he told the 
writer this morning ue million dollars in 
those cight ears.” ‘He gent ons fer ajoope 
sum tot yer’s company, they have 
it is confidently stated on authority, cleared 
a like sum since. purchasing company 
argued that there was bound to be about so 
much competition anyhow, and that th 
might as well get its profits and control. It 


ing 
to do 
at the 


has proven Soo business reasoning.—Nash- 
wa (N. H.) elegraph, 1 Dec. 6, “897 


NOT WORTH FIVE CENTS ON THE 
DOLLAR. 


Denver, Col., Dec. 1, 1897. 
Geo. P. Rowell & Co.: 
We have about $1,000 worth of s in the 
leading Colorado newspapers which we have 
taken in exchange for advertising, sub- 
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are sorry P 





THE LOCAL PAPER. 


THE SECRETARY OF THE MASSACHUSETTS 
PRESS ASSOCIATION INDORSES CHARLES 
AUSTIN BATES’ VIEW, 


Office of 
C. S, Parxer & Son, 
Publishers of 
** ARLINGTON ADVOCATE,” 
446 Mass. ave. (Fowle’s Block), 
ARLINGTON, Mass., Nov. 29, 1897. 
Editor of Printers’ Ink: 

I have just finished a perusal of the article 
on p. 10 of your Nov. 24 issue. It is one of 
the most sensible and logical presentations 
of this country newspaper matter I have 
ever seen, and 1 can not refrain from a full 
indorsement of what Charles Austin Bates 
there says of the value of papers of 1,000 
circulation to the general advertiser, and the 
general advertiser to such Ps rs. When] 
came here 25 years ago, and for a few suc- 

ng years, I was annually bothered, 
sometimes plagued, by the visits of agents 
of general advertisers. My lowest rate was 
fixed at $6 an inch a year, and their offerin; 
price was less than one-third this figure. O 
course we could not trade, and the general 
advertising the Advocate has received in the 
Satereeene, years has been so small that it 
would hardly be considered a factor in the 
usiness. t is not worth having at the 
rice they think they must secure it to make 
it profitable to them, 
urely local in its news features, the effort 
of the business department of the Advocate 
has concentrated on the enterprises in 
the town and immediate vicinity, with the 
result that to-day twenty-two of the forty- 
ape columns of the paper are occupied with 
vertisements, not one of which nets us less 
than the imum price, 

When the membership of press associa- 
tions shall stop resolving this, that and the 
other about circulation reports and 
offered by general advertisers, and cease a 
lot of wasted effort along similar — 
poet | their p> oer to their own | 
fields, they will see the dawning of the best 
time they have known since entering the 
newspaper field. Cuas. S. Parker. 

A QUESTION FROM TROY. 


Troy, N. Y., Dec. 4, 1897. 
Editor of Ink: + 


What do you think of a manufacturer who 
will obvertee his — in a section of coun- 
try where no storekeeper sellsthem? Over 
two weeks ago sev i rs at work 
this section put up some ers adver- 
daing a bow reakfast food * Colonial 
Blended Flakes.”” I have inquired of all the 
leading sto 





and found no one 
handled these new goods. But I did find one 
storek: tr who offered me a package of 
blended breakfast food other than the Colo- 
nial and he said the Colonial was not so good, 
I wonder what the Colonial can_be thinking 
of. j. E. Wiruiams. 


IN BUSINESS, 

Every day presents new conditions in this 
age of rapid developmeat and quick evolu- 
tion, Every day, in these times, Poy aspiring 

A e 1 .. 








ject to our order, and 
the publishers and ourselves, that we have 
the privilege of selling same. Please advise 
us if you can use this 5) We will make 
you a liberal discount of so per cent off the 
regular rates of these papers, which rates 


are undoubtedly familiar with. Please 
t us hear from you by return mail. 
‘Tue Western Directory ANY. 


must newly Zz 
situation and determine in every little veer- 
ing of the, trade wind the right moment; to 
take hold, the fitting time to let go. If he 


judges well, he is bound to reap success. If 

is indifferent and slow, he is bound to fail 
—for it is failure not to advance, when “‘Ad- 
vance” is the watchword of militant business. 
—Keystone, Philadelph 


ta. 

















MUST UNDERBID THE PUBLISHERS. 
Hype Park,Dutchess Co.,N.Y.,Dec.3,1897. 
Geo. P. Rowell & Co. : 

Gents—I intend to do quite a bit of ad- 
vertising this season, using only monthlies 
and semi-monthlies, and maybe a few select 
weeklies like Youth's Companion, etc., all of 
quite large circulation. 

My ads will be either 4, 2, or x inch, and I 
must have one of the best positions (I would 
name two or three pages to choose from), 
Also want two reading notices, three lines 
each, with each ad placed. My ad will be 
seeds, which is often given a specia! low rate. 
I will pay cash, and can pay in advance if 
inducements will warrant it. 

It is probable you would not bother with 
such a particular fellow as I am, but if you 
do, you can write and tell me the very t 

ou cando. Of course, no use to write un- 
less you can do better than the publishers. 

Ihave heretofore done about all my ad- 
vertising direct. Yours truly 


. T. Coox. 

Grower of, and Dealer in, High-Grade 

Vegetable and Flower Seeds for Retail. 

Would use this class of journals: 
Farm and Fireside, Ladies’ Home Journal, 
Home and Farm, Farm and Home, 
‘Youth’s Companion, Household (Minn.), 
Household. L’di’s’ Home C’mp’ai’n, 
Practical Farmer, Woman’s Wor 
Lane’s List, Vick-zry’s. 

Please send book on advertising. 

snhasd hedaman 


A MODERN DEVELOPMENT. 

In the early days of advertising some of 
‘the most noted apostles of publicity, like P. 
‘T. Barnum, contended that success was 
direct fae ogre to the noise usedin gai 
the attention of the people—not alone the 
noise of sensationalism, but that of loud and 
aggressive display in every possible place and 
‘way, appropriate or inappropriate. To get 
talked about was considered the correct ex- 
oa of successful advertising. But in the 

ater development of the science it is comin 
to be recognized that there may be too mu 
of a pmee ing—if, indeed, inordinate dis- 
lay and be called a good thing. 
her elements than the aggressive demand 
for attention are assuming more relative im- 
portance, and ideas as to the manner of dis- 
play most effective in gaining trade are be- 
coming muc' dified. Itis ing to 
that a consideration of fitness, a 
regard for propriety and for that which is 
attractive and pleasant, are more essential 
than the gaining of attention by inconsiderate 
vociferousness. Indeed, if this were all that 
was desirable, the ed ars who make 
bedlam in many of the semi-barbarous Ori- 
ental cities would be the most effective adver- 
tisers.—Michigan 1radesman. 
oor 
KEEPING OLD CUSTOMERS. 

One secret of the success of many ting 
country merchants is the fact that throu 
‘tact and good management they retain the 
patronage of their old customers. When an 
old rere of a store drops off, the dealer 
should know that something is the matter, 
-and instead of treating the case with indiffer- 
‘ence he should investigate and find out, if 

ossible, why the has ceased to favor 
him with further patronage. He may dis- 
cover that some trivial matter or misunder- 
‘standing has occurred, which a brief explana- 
tion can rectify. No merchant should allow 
his old ee to 4 a ae if - 
can y prevent it through courtesy an 
goed sanngumumn~Grocsew Criterion. 
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THE BRITISH INVASION OF AMERICA, 

There can not be any doubt as to the inva- 
sion of this country by the British advertiser, 
He is retaliating for our encroachment on 
the English field. We have long ago made 
Englishmen familiar with the Cuticura prep- 
aration, Mother Seigel’s Syrup, Sapolio, 
Scott’s Emulsion, Brom tzer, Carter’s 
Little Liver Pills, Dr. Williams’ Pink Pills 
and other American uctions; and in re- 


turn they gave us Pears’ Pp. cham’s 
Pills, Reckitt’s Blue, Ridge’s Infants’ Food, 
Epps’ Cocoa, etc. Now we ano ins Sun- 

pton’s Teas, 


light Soap, Colman’s Mustard. 
Crosse and Blackwell’s Pickles and Sauces. 
Scotch Oats, Humber Cycles and, Sanees of 
all, Peek, Frean & Co.’s Hhecuits, which we on 
this side call * crackers.” It really seems as 
if the British advertisers in America were 
going to out ber the Ameri advertis- 
ers in England. i 
I do not think that anything is bought on 
the enter pw besente it be Z American 
origin, but there are plenty nglish goods 
purchased here any because they as En- 
glish, without any regard to their quality or 
rice. With our people it is unfortunately a 
‘ad to consume “imported” articles. In 
England their patriotism or their prejudice, 
or perhaps a combination of the two, biases 
them in favor of the domestic production. It 
isa good thing for the E: h a i 
that we in America are not so stubborn 
patriotic as the natives of the a “es. 





ly 


: ——___+o+—___——_ 
EVOLUTION OF ADVERTISING ART. 


The evolution of the art of advertising is 
as interesting as that of any other feature of 
modern life. In the inf of the business 
there “~ no - about it not much _ 
ness. Its value was not appreciated either 
by advertisers or publishers, and say 
it had not as much value in former times 
atively as it has now, because it took time 
for people to become educated up to reading 
advertisements as t do now. One reason 
why they are so much more read now than 
formerly is that they are so much more read- 
able. hey are not only better worded but 
fresher, and, being chan; so much oftener, 
are much morea reflexof thetimes A badly 
worded advertisement is almost as bad as 
none at all, and a stale advertisement—one 


be that shows on its face that it is out of date— 


is as offensive to readers as it should be to 
advertisers.—/ndianapolis Journal. 





BOSTON. 


In ulation Boston suffersin compares 
with other great centers because of the lim- 


ited territory of the city p . But within 
a circle of ten miles from the City Hall are 
the homes of a miilion people. This is the 


real Boston, for the ease of transit to and 
from the city ind a mi ion to 

beautiful park-like suburbs. So tha 
though Greater Boston is yet a geogra i 

expression, it measures the true rank of the 
city among her sisters in the land.—Soston 
Commercial Bulleti: 


Lm 
— +o 
A BIG, DIFFERENCE, 


Gummey—What is the difference between 
an yom | ign correspondent and a spe- 
cial journalistic commissioner ? 

Glanders— An ordinary dent 
gives the news in brief language, while a 
commissioner begins with, “‘I am able to state 
positively,” or “I am authorized to say,” 
and then doesn’t tell much.—/dge. 
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.IN SCRANTON, 


The Scranton (Pa.) Board of Trade at its 
last meeeting adopted the following : 

Whereas, The members of the Scranton 
Board of Trade and business men generally 
are continually being importuned to patron- 
ize various advertising schemes, and, 

Whereas, So many of these schemes are of 
a fake nature, promoted by dishonest men 
and questionable methods, therefore be it 

Resolved, That on and after this date the 
members of the Scranton Board of Trade 
will not, under any circumstances, give an 
advertisement to any one excepting the news- 

apers of the city or other legitimate period- 
icals with which the members are thoroughly 
familiar, until the solicitor has first shown a 
certificate from the secretary of the Board of 
Trade, said certificate to contain the follow- 
ing. information, to wit: 

i palin the person soliciting duly author- 

Second—What percentage of the gross re- 
eo does the beneficiary receive ? 

Third—A_ general description of the so~ 
ciety. + oe tion or corporation for whose 
benefit the advertisement is solicited, to- 
gether with its aims, objects and approximate 
circulation. 

The same body also publisties the follow- 
ing for the benefit of the business men and 
the public of Scranton: 

Suggestions: First—Insist upon the solic- 
itor signing the contract, othérwise you 
bind yourself and not the publishers, 

Second—Always retain a copy of the con- 
tract duly signed by the solicitor. 

Third—All contracts should contain the 
regular advertising rates, with the under- 
standing that if it should be ascertained that 
cheaper rates had been made with one per- 
son than had been made with another, then 
the contract shall be declared null and void, 
and no payment made thereon. 

Fourth—Never pay for an advertisement 
in advance. 


MISSING WORD CONTESTS. 


Wasuincton, Dec. 3.—An announcement 
made yesterday that the Post-Office Depart- 
ment contemplated proceedings against the 
newspapers, periodicals and firms who main- 
tained missing letter and missing word con- 
tests brought many inquiries to the depart- 
ment on the subject to-day. Judge Tyner, 
the Assistant Attorney-General for the de- 
partment, said to-day that the policy in this 
regard had not been changed in the least. 
The department was examining cases of this 
kind that came before it, and when it was 
convinced that the element of chance was the 
strongest feature, or that the contests were 
offered with the intention to defraud, it had 
prosecuted the offenders aud would continue 
todoso. Inthe meantime, however, all the 
legitimate contests could go on, and persons 
connected with them need not be concerned. 

There was nothing wrong in a missing 
word contest, Judge Tyner said, provided 
the prizes are legitimately offered and the 
conditions are cariied out. But the idea had 
proved immensely popular, and there were 
parties who had pF me it a business to study 
up such contests and offer the results to per- 
sons wishing to use the schemes for adver- 
tising purposes, arranging them so that the 
prizes need never be awarded. It was tHis 
class of people that the department wished 
particularly to prosecute. Every case, he 
said, must stand on its own merits, and the 
department would pass on them as they were 
called to its attention.— WV. Y. Sun. 
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THEY THINK IT CLEVER IN CR 
CREEK, — 


E. H. Martin has evolved one of the clever. 
est schemes for advertising Cripple Creek 
that was ever put forward by any man. The 
idea is ingenious, taking advantage, as it 
does, of one of mankind’s weaknesses—curj- 
osity. Whenever a man’s curiosity can be 
aroused, he is ripe for the advertiser's wiles, 
Recognizing this fact, Mr. Martin has 
nee = ittle ag mere 

t is that every business mean of Cripp] 
Creek shall have the upper left-hand cia 
of his business stationery, both envelo 
and letter-heads, colored a bright scarlet, 
The color will attract the attention of every 
person who comes within sight of it, and he 
will read whatever lettering is appended, and 
so Cripple Creek can be advertised to the 
world.—Cripple Creek (Col.) Times. 


————+o+____ 
SOME IDIOSYNCRASIES ABOUT MAGA. 
ZINE ADVERTISING. 

_ Many advertisers, in making out their 
lists, omit many of the smaller magazines, evi- 
dently from impulse and feeling, and not 
from a reasoning or mathematical standpoint. 

_ Any person who is a subscriber to a maga~ 
zine, whether small or lange, is so from 
choice, for the reason that he believes said 
magazine to be the best he can buy for his 
money, Consequently the value of said sub- 
scriber or reader to the advertiser is fully as. 
great in proportion to the circulation as that 
of any other magazine of a similar character, 

We have customers on our books who have 
omitted the largest magazi and fined 
their advertising to the smaller ones, believ- 
ing that in so doing they received more for 
their money, getting better returns dollar fo: 
dollar.—¥. Walter Thompson Co. ' 





ee 
DIRECTNESS. 

Every ad should be just as direct and 
specific as the talk of the solicitor who enters 
your office to sell you something. If heis a 
good solicitor, he will not waste words in 
getting down to business. Don’t waste 
words in your ad, either.—Advertising /#- 
perience, Chicago. wh 





NEWSPAPER AND MAGAZINE NAMES 
ILLUSTRATED. 





* AMATEUR. SPORTSMAN.” 




















NOTES. 


Tur merchants of Peoria, IIl., refer all ap- 
plications for programme advertising to one 
of their number who has been delegated to 
act for all. 

Vot. 1, No. 1, of the Mail Order Fournal, 

ublished monthly by Louis Guenther, 65 
Randolph street, Chicago, at 25 cents a year, 
has appeared, It is devoted to mail order 
advertising and ap to be connected with 
the International Advertising Company. 

Tue Christmas Forum carries sixty-eight 

ages of advertising, net; there is no waste. 
Tis is twenty-four more than in ’96, 
and there was no shading of the price. It 
breaks the record forthe /orum, being more 
pages than it ever had before in a single issue. 

Tue border used in the Philadelphia Rec- 
ord ad in this issue is a new one just put out 
by the American Typefounders Company, 
called “ Klondike Border,’’ and the display 
type in that announcement comes from the 
same source and is denominated ** Schoeffer 
Old Style.” They make an excellent com- 
bination, 

Tue value of Portland’s wheat and flour 
shipments foreign for September, October 
and November, 1897, is $5,647,833. The 
value of Philadelphia's wheat and flour ship- 
ments foreign for the entire fi year of 
1896 was $3,508,375. The figures are com- 
mended to the attention of the Philadelphia 
Press, which asserts that Portland can never 
become a great commercial city.—Portiand 
Oregonian. 

A MERCHANT in Frankfort dipped a lum 
of coal in gold sizing, and, having labeled it 
“Nugget from Klondike, value $9,000,” 
placed it in his show window and was greatly 

leased with his ingenuity. The next morn- 
ng he found his window smashed and the 
lump of gilded coal gone. It cost him ninety 
dollars to replace the plate glass. He thinks 
now that a newspaper ad would have done 
him more good and not have cost him so 
much.— Wabash (ind.) Plaindealer. 





BrowntnG, Kinc& Co., of New York, last pri 


week obtained from Judge Pryor, of the Su- 
preme Court, a permanent injunction restrain- 
ing David Brown, Herman i 
King, constituting the firm of Brown and 
King & Co,, retail clothiers, of 179 Rroad- 
way, from imitating the firm name of the 
laintiffs. The order of the Courtis as fol- 
ows: The defendants are permanently 
enjoined from using in any manner the word 
‘and’ or the sign representing ‘and’ be- 
tween the names Brown and in the 
name of Brown and King & Co.” 


A company has been incorporated recently 
which could only be a product of America at 
the end of the nineteenth —,. It is 
called the Animated Advertising Company. 
Its object is to provide suitable living per- 
sons to advertise objects for sale. The idea 
is borrowed from those unfortunate “ human 
sandwiches” that parade the street with 
signboards on their bodies before and behind. 
The Animated Advertising Company will 
furnish to order, for instance, a man with an 
artificial nose or a glass eye to show off the 
excellence of somebody’s patent in these 
goods, or a man will promenade with a wood- 
en leg to show how an individual can skip 
like a young lamb when provided with Blank’s 
artificial limb contrivance. Fat men will be 


furnished to order to walk in front of restau- 
rants, or for a sufficient consideration a 
skeleton dude will appear and march forward 
and back in front of the office of the man 
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whose pills are warranted to reduce obesity. 
—Madison (N. }.) Fagie. 

Printers’ Inx recently related the experi- 
ences of the Kutz Fibre Co., of Brooklyn, in 
attempting to advertise its ‘Kay Band” 
napkins. Subsequently a representative of 
the Little Schoolmaster met the aoe, Dr. 
A. S. Higgins, at the Kay Band office. 
** Your article of November 17th has flooded 
me with letters,”’ said Dr. Higgins. “On 
Friday of the same week they began coming ; 
on Saturday I received about one hundred, 
and on the following Monday there were ex- 
actly 218 letters received, and since then a 
big mail has come oraey day and from eve: 

art of the country. The letters contain all 

inds of —— from all sorts of peo- 
ple. Many letters are from publishers who 
offer to publish our advertising, and po sg 
surprise that any newspaper should refuse. 
Others offer new designs and forms of word- 
ing, which they think would be unobjection- 
able ; while—here is one—this man advises 
employing a lecturer to go about the country. 
Every phase of the subject seems to have 
been cover: Iam surprised at the number 
of these suggestions and the thought which 
they have put into their letters.” 


Classified Advertisements. 


Advertisements under this head twolinesor more 
without y, 2%centsaline. Must be 
han in oue week in advance. 
WANTS. 


UR $1 half-tones it perfectly ; proofs. 
O BeCHER ENG. ime Columbus, ye 
ERFECT half-tone cuts, | col., $1; 10c. 
P ARC ENGRAVING Go Fon 
Poi in, iG oungs- 
M “trean wood; harge profs. 15 Consoiaced 
Exchange Daliding, Ohicago, i. 
1396. “ FACTORY,” POs, New York. 


ANTED — Su % 





Ww ANTED— Advertisers to see our SunN- 
Day News. and best oungs- 
wn and qi free to ad- 

vertisers. Rates inch each Ad- 


dress O. M. SHAFFER CO., Youngstown, Ohio. 





WANT ordersto electrotype your adver- 
I ti ite. I can do better work 
print and work to that of lask 
you to give me a fair on the next 
| ay? eS Address WM. JOHNSTON, 
Mgr. inters’ Ink Press, 10 Spruce St., N. Y. City. 
»UBLISHE PUBLISHE 
] for $10 Tem and wate eae 
some artistic sadins ST 
d tend to convince :, that it is one of 
the best ve of its classand 


“W. MOSELEY, 83 Hill St., Elgin, Ill. 
——————_ +o -—___— 
SPECIAL AGENTS. 


I’ isrepresented by H. D. LA COSTE, 
Newspaper Representative, 38 Park 
Row, New York, Rage the busines, 
—_ +> 
ADVERTISING AGENCIES. 


F you wish to advertise anythi wmyweere 
Dad any time write to the RO. P. WELL 
ADVERTISING CO., 10 Spruce 8t., New York. 





CIRCULAR LETTERS. 


C7 oh TUTE GS ret ts CES 
toe te hound at ifion at wot iow 
est Samples free. 
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NEWSPAPER METALS. 


Hote electro, stereo.and lin 
E. W. BLATCHFORD & CO., 


pe metals. 
0. 
-_—— + 
MAILING MAC MACHINES. 
T= Matchless Mailer ; best best and chi Rennes, Yr 
REV, ALEXANDER DICK, Meridian, N. 
———0——————— 
ILLUSTRATORS AND ILLUSTRATIONS. 


H SENIOR & CO,, Wood Engravers, 10Spruce 
e 8t.,New York. Service good and prompt. 





INFORMATI TION. 
wre it you want to vant to know? Send $1 with 
ary, ASSOCIATED 
TRADE AND INDUSTRIAL PRESS, ne 
Inquiry Department, Washington, D. C. 
ELECTROTYPES. 
Gettin 2 pivertieeneae its tomake them stand coon, 
Ns an 
of same is a line in in which am unapproached D 
other printer. es each nod 
contain numerous camp my w work. Let me 
it be for an inch ora 
pet I can suit you, WM. JOHNSTON, 
ters’ Ink Press, 10 Spruce St., N. Y. City. 
SUPPLIES, 


AN BIBBER’S 
Printers’ Rollers. 


1 TE teed & COOK, 190 Water 





TRO Bem for etcbi 
treet, New 


pats ee is en with ink nnutney 

ared b 4 the W. D. WILSON PRINTING INK 
pea bm dede Spruce St., New York. Special prices 
yers. 


PRINTERS, 


EPARTMENT of Profitable Publicity of the 
B. Genes Os. & 4. Wun Di- 

vr, Si-O Dearborn 8t., Chicago. . 
Cata- 


W E dmg Boakicte snp inting. 


etc., executed —_ When 

you want & good job—one that you 
read—come to us. ‘PRI J 
INK PRESS, 10 Spruce St., New York. 
——_—__ +> 


ADVERTISING NOVELTIES, 


novelties of every 

Come ina variety of 
gesigued and — 
ie the tobacco trade a specialty. 

DWIN & KINTZ CO., Shelton, Conn. 

FOR SALE. 

1 SALE—A newspaper, in the most prosper. 
| ter A te So Terms easy. 
Address“: 8., s., TEXAS,” Box 2 New York P. O. 


pee <n, old established 


si a aera aay 
held, ® 
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FOR RENT. 


7E  bave for rent, at 10 Spruce St., t con- 
\W offices, one Hs one | : 


large room, about 20x24 ; 
i eke ey as 
ROWELL & COs UP '© sult. 


building. Size o1 
smaller, 10x15, If wanes 
talk about EE Se 
Address 


——+o>———___ 
ADVERTISING MEDIA. 
HBr ane OF DEALERS’ MAGAZINE, 
free. 1 Broad 


1 Broadway, New York, 
WORDS, 5 times, 25 ¢ 2% cts. a 
40 Deccktie, eae Circulation — 
Aly at gy" GUIDE, New ~ so NJ Je. 
‘n 3,500, Close Close 24th, aah tree. 
W emma NEWS, 7,500 d Onl 
ian paper in n city 40,00 40,000. ‘acostE ke b. 
Ave a n advertising | in PRINTERS’ a 


e amount of $10 is entitled to receive 
the paper for one year. 
ARGS circulation of any daily newspaper 
L*k , the G. ZEYTE and BULLETIN; 
6,000 D. 4,000 Ww. La’ COSTS, COSTE, New York. 


| bg + ——~9 introduction to over it el religious 
ne How! Write to THE LIGIOUS 
ASSOCIATION, Philadel 


20 for prop- 
wv pho LA a Ts Soars, New Yor 
ithwestern Ohio 


Ls LM cule Ginctnnnay Dare aon s Fonnme TIMES 


EWS, 14,006 dail ae. N.Y. 
EPUBLIC-JOURNAL, Litt Tivecte 
R est bee ary Sad’ best “y rent State Wh 


ion and 
of Concord; 2 Pa, rates low, but 
firm ; service the best. 


‘ou area manufacturer and desire to reach 
—— 


Daren, {Ohie) Momumne Tx nase EVENING 
adve: 


and G 
Eoviww,mostaly, Sines anes Of feeedons, N.Y. 


T™2: SIRES UNION, 
ruin the country. It 
papers ante 
tintin Solna F 
M A... Book, 


saamac and 


ADVERTISEMENT CONSTRUCTORS. 


D 
D=*. 


66 ASK LEWIS ABOUT IT.” 
| Fiadileed makes medical ads pay. 
LL” address is PENN MUTUAL BLD., Phila. 


ILARENCE CHATFIELD, 179 Front St., 
Owego. tie a Co., N.Y. 


HARLES F. J 


World Building. ‘ew York, 











RLES J. ZINGG, Farmington, Maine, Writ- 
a and printing for advertisers. 
ILLAM & SHAUGHNESSY, Advertisers, 623 & 
G 624 Temple Court, New York. Write. 


A. WHEATLEY, effective advertising 341 
« Dearborn 8t., Chicago. New York office, 
114 Fifth Ave. 
Te WHITMAN COMPANY, 37 Nassau 
York, works in the inte: of the ad 
because it pays them to do so, 


ADVERTISEMENTS written and _ illustrated, 
NEW YORK BUREAU OF DESIGN, Van- 
derbilt Building, New York City. 


aE only writer of exclusively medica! and 
Advice or samples free. 


8t., New 
vertiser, 





omg advertising. 

ULYSSES G. MA G, South Ind. 

(PRINTING THAT MAKES A HIT costs no 
more than ordinary Py . THE LOTUS 

PRESS, Printers, 140 W. St., N. ¥. City. 


A DywRtzine and Pictorial Window 
‘\ for 


drnegists. Best and 

ing. BURNS, Druggist, 

\W E have an advertising souvenir suitable to 
be sent to business men (not for store use). 

It is ornamental as as and d 

Costs no more than a calendar and will last a 


lifetime, and be handled times ony 
er. 


day by any busy man. A coi reminder. 
Tonks twih as expemnve ap it really ts. Send 15 
cents in stamps for a sam) Your mo: 

if you want THE US PRESS, 140 W, 23d 


eee 
concern which knows what 


any iP 
we are going to try you o 

pate series are to b 
oT . 8. JOHNSON & Co. Babs, Soe Sentery. 


x & CO. Fu 
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y XXXXXXXXXRAXXRXNERXXX XXX 


YOUR IDEA. 
business man 
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‘or 
150 Nassau St., New York. 
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Ww WHY SOME ORDERS ARE 
“TURNED DOWN.” 
BY CHARLES AUSTIN BATES. 
- 


Last week a prominent New York business man 
who advertises largely in the magazines, came to 
me with a lot of is ads and said he wanted meto 


make better ones for him, 

His ads are not remarkable 

There is strikingly original, or good, 
or handsome about them—but they tell his story. 


They tell it just about as well as it can be told. 

The diti ot his busi were such as 

made me feel that I could not be of sufficient 

benefit to him to justify the payment of my fee. 
told him so. Pe 

* 





He seemed surprised. 
Said: “If you can’t help me, I am glad you 
have told me so. I guess most advertisement 


Posters writers wouldn’t tc'|\ me. They’d do something, 


anyway—and charge me for it just the same.” 
I don’t believe it. 
I think most advertisement writers are honest, 






SE I ee cutee and he 
a year for it, he will be ahead 


I can take $40,000 and get better results than he 





has had with $00,000. 
I don’t have to have very many such clients to 
Te core, should 1 take the work of 
those whom I can not especially benefit 1 ” 
The manager of oth I had corre- 
“i had ; Tod a sevien Of twelve pleces of eir- 


Mr. Manager said : “ We like your ideas. We 
believe the plan is good, and we are going to try 
BRU Tal gas harpegherame > 
x him I would not take his order for three 


that is exactly what is 


I don’t care for an order for three pieces or 
elve pieces—unless 
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Newspaper Po 
Figures from the Annual 
Postmaster-General for the 





Second-class matter mailed at Houston, } 


“cc “eé “c 


Galveston; 


Excess for Houston, } 


THE HOUSTON POST: 








OTHER HOUSTON PAPERS: 


am “en eee Lee ae, a 


POUNDS. 


ge 
11 Southwestern Medical Record 
12 Texas White Ribbon 


oeoons OorTme = 





RECAPI 
HOUSTON POST in excess of the 12 other Houston pape 





BESIDES, THE POST states positively that it sends more papers bye 
paper in South Texas, and that its local circulation is larger than any other® 
son in any or all of these points. For further information or rates see or writ 


The §S. Cc. Beckwith Spec 
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ee 
es 


ort of the Third Assistant 
ar ending June 30th, 1897. 


667,789 Pounds 
357,859 ” 


309,930 “ 


hile 624,321 pounds, 











CALVESTON PAPERS: 


48 Evening Tribune 
a4 Weekly Tribune. 
4 I Corriere Italiano j 


Galveston Independent 
Glass POUNDS. 


#9 Journal of Commerce and Building Record. 
0 Texas Post 





a 580,853 libs. 
istffin Galveston, 266,462 “* 
wton and Galveston, SESBSRo Oe 


’#ps and furnishes more papers to the train news companies than any other 
SqH Texas paper in the town of publication. THE POST challenges compari- 





Tribune Bulliding, New York, N. Y. 


bibs v fl Agency, The Rookery, Smicnginy lilinois. 
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oo tome every Wednesday. Ten cents a copy. 

Subscription price, five dollarsa year, in advance, 
Six dollars a hundred. No back numbers. 

For ten dollars, paid in advance, a receipt 

be given, sovensag S paid subscri n from 

date to (Jan! ist,1901) the end of the century. 

ited from . is 

possible to issue a new 

copies for $30, or a larger number at same rate. 

b) ring to subscribe for PRINT- 


tres’ Inx f the fonenit f ad may, 
‘or the ben of advg. patrons 
on ion, o| n special ‘conf ential terms. 


an 
bed in ve i 
at the expiration of tbe time elk Tee. = 
Oscar Herzserc, Managing Editor. 
Prrer Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce Street. 
Lonpon Acent, F. W. Sears, 50-52 Ludgate 


Hill, E. 


NEW YORK, DECEMBER 15, 1807. 


THE December issue of Advertis- 
ing Experience (Chicago) is one of 
the most interesting numbers of an 
advertising journal ever issued. And 
from a mechanical standpoint it is also 
a ‘‘ thing of beauty.” 











THE Socratic method of teaching 
advertising is the one that PRINTERS’ 
INK prefers. It.wants every reader to 
think for himself. Its constant aim is 
to foment discussion—free and fair 
discussion—of advertising problems. 
While possessing earnest convictions 
of its own on many phases of the sub- 
ject, it recognizes that advertising is 
an art, and that the personal equation 
enters largely into its consideration. 
It encourages the expression of con- 
flicting opinions: after the smoke of 
battle has cleared away, correct prin- 
ciples stand out with more distinctness 
than before. 


THE daily paper is the paper of to- 
day. An advertisement in it bears 
fruit to-day or to-morrow. Its results 
come while the advertiser’s interest is 
alive and alert, The daily paper now- 
adays is the best religious paper. Con- 
sidering its price, it is the best literary 
paper. For the money charged it is 
the best magazine. The Brooklyn 
Eagle and the New York Pos? are as 
carefully read as the /ndependent or the 
Observer, and advertisements in them 
are worth as much and cost less. The 
Sunday World is as carefully read as 
Munsey's Magazine. It prints as man 
copies. It would be worth as muc 


per line for an advertisement if it were 


as well printed and on as good paper. 
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INK. 


A JOURNAL FOR ADVERTISERS. 


THE best circular is a new: 
that circulates. aw 

THE impression that weeklies are 
more carefully read than dailies is er. 
roneous. The daily issure to be read, 
but many excellent weeklies are taken 
from force of habit and are put aside 
without being glanced at*and some- 
times without ing so much as re- 
moved. from their wrappers. The 
mind of man works best under pressure, 
The daily paper is scanned quick-. 
ly but not the less thoroughly. If a 
small advertisement is overlooked it is 
because it does not appeal to any want 
of which the reader is conscious. 








THERE is comparatively little fraudu- 
lent advertising done to-day. Adver- 
tisers have come to realize that as a 
mere matter of policy, honesty pays 
in the end. In another part of this 
issue, under the heading ‘‘ But Few 
Fake Ads,” is reproduced the letter of 
the St. Paul Association of Credit 
Men to President Cannon, of the 
parent association. President Cannon 
appears to believe that fraudulent ad- 
vertising is widespread, and that the 
best way to fight it is to cast a reflec- 
tion on all advertising. The St. Paul 
men take a more sensible view, and 
appear to understand that to give a 
dog a bad name is equivalent to hang- 
ing him. There exists some fraudu- 
lent advertising, no doubt ; but there 
are spots even on the sun. 


THE New York World has abolished 
all extra charges for cuts, display 
types, borders and broken column 
rules. The flat-line rate now prevails 
at that office. Itis simple, advantage- 
ous, profitable, and the sooner the 
flat rate is adopted by each and every 
New York daily, the sooner the busi- 
ness managers will show that they 
have got sense. The present arrange- 
ment is to insist on the extra charge 
for display, or double column, or this 
and that from one customer and waive 
it to another, and this custom is 
carried so far that neither the business 
manager nor the advertiser knows 
where he stands, There are excep- 
tions: for instance, the Herald and 
Post must be paid their schedule. of 
extra charges every time. The Journal 
adopted the flat rate long ago, and set 
the excellent example that the World 
has finally had the good sense to 
follow. 























Mr. Wm. Borsopi, the manager 
of the Polyglot Publishing Co., St. 
Louis and New York, which is about 
to issue an illustrated magazine in 
twelve editions, each in a different 
Janguage, makes the following an- 
nouncement concerning his enterprise : 

Most publications that are issued in the 
United States in foreign languages are prac- 
tically foreign publications—that is, their 
point of view is essentially foreign—and their 
readers get but little insight into the affairs 
and conditions of this country. The object 
of our publications is to give these ers 


American magazines, periodicals that breathe 
the spirit of the land of freedom, in spite of 
the fact that they are published in alien 
tongues. The result will be, we believe, a 
more rapid assimilation of these readers into 
our population, for they will thus get an un- 
derstanding of our institutions, which the 
ordinary poiyglot periodical does not give 
them, or aim to give them, At the same 
time, these publications will furnish the ad- 
vertiser a medium to reach people not other- 
wise easily reached, who have their quota of 
money to spend, 


THE United States Postal Distrib- 
uting Company, of Rochester, N. Y., 
appeals to advertisers for advertising 
matter to distribute. The pager ass 
puts into drug stores and other P aces 
of public resort automatic machines, 
which upon receipt of a nickel hand 
out an envelope containing a booklet 
of oiled paper in which repose two 
two-cent stamps and a one-cent stamp. 
This is of course excellent value for 
one’s money, and nets no revenue to 
the company. The revenue is sup- 
posed to come from advertisers who 
use the machines as a medium for dis- 
tributing their advertising matter by 
having it inserted in the envelopes of 
stamps. A sworn statement of dis- 
tributions made through the machines 
is furnished, it being secured by count- 
ing the number of nickels the ma- 
chines contain. The scheme is inter- 
esting as showing the ingenuity that is 
called into play to-day in evolving new 
methods of getting advertisers’ money. 


THE more we see, the more we are 
convinced that an advertisement ought 
to be relevant, and that it can not go 
too straight or directly to the mark at 
which it is aimed. There is the tar- 
get in front of you, making sales. 
Every shot should be carefully and 
deliberately aimed at that, and the 
more this is realized, and every argu- 


ment, fact and statement is judged 4g 


from the point of view of its likeli- 
hood to make sales, the better and the 
more satisfactory will be the results, — 
Printers’ Ink London Supplement. 
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No one medium is good for all 


articles. 





THE best school of advertising is 
advertising itself, 


Onk of the prettiest calendar designs 
PRINTERS’ INK has ever seen is issued 
by the Gray Lithograph Co., of New 
York City. It is supposed to typify 
‘* Purity ’’ and is the picture of a young 
girl in the very bloom of maidenhood. 
‘The color of the skin and hair is 
practically true to life in the picture. 
No recipient—at least no male recipi- 
ent—would for a moment think of 
consigning so attractive a feminine face 
to the waste- basket. 


AT a meeting of Reading, Fa., busi- 
ness men, called to devise ways and 
means of celebrating Reading’s fiftieth 
anniversary next June, the action of 
the Merchants’ Association of New 
York in publishing a book to advertise 


- New York’s advantages as a commer- 


cial center was criticised, and the sug- 
gestion made that a better way_to ac- 
complish this object was to use news- 
paper space in the various, sections of 
the country, a plan to which the Read- 
ing people seemed inclined. 


Mr. SAM E. WHITMIRE, advertising 
manager of the Joseph H. Bauland Co. 
of Brooklyn, thus relates an experiment 
with theater programmes : 


To test whether advertisements in the- 
ater programmes are read, I struck upon 
a plan of offering a souvenir for every thea- 
ter programme containing our advertisement, 
presented at the store in a certain depart- 
ment, This offer went into all of the pro- 
grammes on a Monday night. The next day 
3% programmes were presented, and that 
many leatherette novelties given ovt. The 
next day we had 68 calls, and on the follow- 
ing Saturday after the matinees 491 pro- 
grammes were presented. For several weeks 
the average was about 500 per day, and a 
record shows that of 11 houses about the 
same number were heoagt in from each. 
The Brooklyn Music Hall in East New York 
and the Unique Theater in Grand street are 
miles away from the store, but programmes 
came in thick and fast, even from a distance. 
I kept the plan going for six weeks until I 

lieved nearly every female theater goer in 
Brooklyn and vicinity had one of our souve- 
nirs. The cost of the advertising and of the 
souvenirs was figured out, and I found that I 
had ve 644 cents for every person who re- 
sponded during the six weeks. The in- 
creased sales in the departments near the 
desk where the souvenirs were given out and 
throughout the store, especially on Wednes- 
ays and Saturdays after the matinees, con- 
vincec me that the plan brought paying 
business, and whenever I use theater pro- 
grammes in future I will put a string to the 
advertisement that will pull those who see it 
into the store. 
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Tue New York Journalist, in its 
issue of November 27th, calls atten- 
tion to the curious case of certain pub- 
lishers in St. Louis and other towns 
who have entered into an agreement 
not to advertise, and the poreciict 
proceeds to deal with these news- 
r men as follows : 


pa 
he man who urges you to partake of a 
dish which he refuses to touch himself may 


reasonably be regarded with suspicion, The 
man who solicits your advertisement in one 
breath, and tells you that he himself 
does not advertise in the next, is a most 
excellent man to avoid. The chances are 
that his own paper is the basis of his judg- 
ment against advertising. Closely allied to 
him is the -kn sister, who thinks 
“your paper is a capital prrers and I'd like 
t 


to in, but if I did a e other papers 
would be after me for the same advertise- 
ment.” He is either a polite prevaricator 


himself to a human 
q: even, of contempt. The 
man who plaintive y whines “I'm afraid to 
say ‘yes’ to you ause I’m afraid to sa 
‘no’ to the other fellow,”’ must be in a piti- 
able state of mind. If you are going to 
advertise-and all successful men do—se- 
lect the mediums best suited to your needs, 
patronize them as liberally and as wisely as 
your purse will allow, and, if you have any- 
thing that the public wants, you can be 
reasonably sure that your efforts will be 
crowned with success. But don’t patronize 
the man who does not believe in ee 
you may take it for granted that he can 
you no good. 


IN the spring of 1892 the New York 
Board of Trade and Transportation 
appointed a committee to consider the 
existing postal laws and bills for their 
modification, and communicate to the 
Congressional Committee on Post- 
Offices its opinions and recommenda- 
tions ; and a little later, viz., April 13, 
1892, on recommendation of its Com- 
mittee on Postal Laws and Bills for 
their Modification, adopted the fol- 
lowing : 

Whereas, Books, periodicals, newspapers. 
and other printed matter disseminate and 
preserve useful information, advance civiliza- 
tion, and increase and facilitate business, it 
is wise to provide for their distribution at as 
low a rate as can be afforded, and as at- 

s to classify and discriminate have a 
tendency to repress or injure useful enter- 
prises, 

Resolved, That in the opinion of this board 
the postage on all classes of printed matter 
should be uniform. 

It may be some years before the 
opinion of the New York Board of 

rade and Transportation shall be- 
come the opinion of Con ; but 
until it does there will be endless 
trouble in and with the Post-Office 

ment, and no end of injustice 
and favoritism, despite the best effort 
of the most competent Postmaster- 
General to prevent either. 


or he acknowled 
jelly-fish, unwort 





tem 
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THERE WAS NO SUCH MEETING, 


The Suburban Association of New 
England, said to be made up of pub- 
lishers who had found that in the reg- 
ular State associations there were not 
offices enough to go around, and which 
rejoices in the unique distinction of 
having one hundred and four vice. 
presidents, although a body of only 
one hundred and thirty-eight members, 
is said to have recently resolved, at a 
meeting held in Boston, that the 
methods of the American Newspaper 
Directory are ‘beneath contempt.” 
An effort has been made to ascertain 
who the members were that thus con- 
sented to put their bad judgment on 
record pod to learn what explanation 
could be given for such ungrateful ac- 
tion on their part. All of the one 
hundred and thirty-eight all 
members were communicated with, 
and not one single one was found who 
would admit that he was present on 
the alleged occasion, or that he knew 
anything whatever about the alleged 
resolution until he saw it in print at a 
later day. The only explanation that 
has thus far suggested itself is that one 
of the te-preattonts of the ci-devant 
association, who has always attended 
all the meetings, hoping always to get 
himself elected to some office again, 
happened, on the occasion of the al- 
leged meeting, to be the only member 
present, and availed himself of the op- 
portunity to write, offer, pass and re- 
port the famous resolution. This gen- 
tleman has in times past been guilty of 
actions equally curious. His name 
and occupation, expressed in his own 
handwriting, is shown on another page 
of this issue. The seventeen alleged 
members of this remarkable associa- 
tion, who are the only ones out of its 
alleged membership of one hundred 
and thirty-eight that will consent to 
let their circulations be known, ought 
to insist upon a committee to investi- 
gate the action of this alleged New 

ngland Farmer. 


ee 
GENIUS NOT NEEDED. 

Any intelligent man, who will devote 
thought time to this subject, can do 
effective and judicious advertising. If he 
has the knack of expression, if he has the 
gift of epigram, if Heaven has blessed him 
with an unusual wit so that he can put what 
he has to say with point and terseness, of 
course, so much the better, but even without 
any unusual intellectual gifts, if he has sim- 
ply the ability totella straightforward story 
in a straightforward, pleasing way, he can, 
with practice, get up good advertising.—Des 
Moines (Ia.) Review. 
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WHAT SOME PUBLISHERS ASSERT. 


“* Tsaid in my haste all men are lars.” —Psalm cxvi., U1. 


The paragraphs in this department are inserted without any charge or 
yment. A publisher who has a good story is invited to tell it as tersely as 
he can, setting uP the most substantial claim he habitually uses to influence 


advertisers. Alt 


ough a publisher need not necessarily refer to any paper but 


his own, there will be no objections to comparisons. What the publisher 
sends is published as coming FRoM HIM. It is his privilege to praise his own 
paper all he likes, for what is wanted is what can be said in its favor. What 
he does say, however, ought to be true—adsolutely. 


ALABAMA. 

Montgomery (Ala.) Advertiser (x).—Guar- 
anteed circulation, daily 7,000, Sunday, 7,500, 
weekly 9,000. The largest and best in the 
State of Alabama. 

CONNECTICUT. 

Bridgeport (Conn.) Union (1).—The Morn- 
ing Union is Bridgeport’s home newspaper. 
It is delivered by its own carriers. 

Meriden (Conn.) Record (1).—The only 
morning newspaper ia a territory having a 
population of over 45,000. Has adaily circula- 
tion of over 6,600. Is an cight-page Paper 
and while selling for onecent, has a gilt iged 
constituency, and is the farthest from a 
“ yellow journal.” Prints more local news 
than any other Meriden newspaper and pub- 
lishes the full A iated Press dispatch ; 

Meriden (Conn.) Republican (1).—The Re- 
publican is the old-established evening news- 
paper of Meriden and has the wealthiest and 
most influential constituency of any Meriden 
paper. The circulation is 3,600 daily. 


ILLINOIS. 

Chicago (Ill.) Four O'Clock (x).—The cir- 
culation is guaranteed to aggregate more 
than 75,000 FS during the ensuing year. 
Chicago (Ill.) Fewish Courier (2).—The 
daily Fewish Courier is the most reliable 
wediuin to reach the ‘great number of He- 
brews in the great West. Established 1887. 

Chicago (Ill.) Markets (1).—This paper 
reaches the stockmen, farmers and merchants 
of Indiana, ong Iflinois, Wisconsin, 
Iowa, Minnesota, Missouri, Kansas, Nebras- 
ka, the Dakotas, Colorado, Texas, New 
Mexico and Indian Territory. Largest cir- 
culation of any newspaper of its kind. Guar- 
anteed circulation in excess of 30,000, 

Farmer City (Ill.) Yournal eg 
circulation in Farmer City and the fifteen 
neighboring villages of any newspaper pub- 
lished in the world. irculation, 1,150 
copies weekly, 


TOWA. 

Cascade (Ia.) Pioneer (1).—The Cascade 
Pioneer, despite the general depression of 
the past four years, is thriving. The thrift 
of the paper is evidence that it is appreciated, 
and appreciation is rarely betowed without 
merit. It is bright, newsy and clean; and, 
loyal to lofty ideals and pesnci’n, it has ac- 
quired a firm grip upon the esteem of its con- 
stituency and a valid claim to public respect. 
—trom the Dubuque Evening Telegraph, 
Nov. 17, 7 x 

Clinton a.) Clinton County Advertiser 
(1).—The Clinton County Advertiser writes 


EXPLANATIONS, 

(1) From ted matter emanating from 
the office the paper and used in connec- 
tion with its ecrrespondence. 

(2) Extract from a letter or 3 

(3) Extract from the columns of the pa; 
sppeerns either as advertising or Zz 

r. 


(4) By word of mouth by a representative 
of the paper. 








in all of its contracts: “Cty circulation 
eae greater than the three Clinton 
ailies; county circulation guaranteed 
greater than all the other ten county papers 
combined, or no on ft Your announce- 
ments, if placed in the Advertiser, will reach 
more families within a radius of fifty miles 
from Clinton, lowa, than if placed in all the 
other thirteen papers of Clinton County. 

St. Charles (Ia.) Haw, (2).—Has a 
large list of well-to-do local readers in the 
best of the Mississippi Valley States. Solic- 
its only the best class of advertising. 

KENTUCKY. 

Lexington (Ky.) Southern School (1).—The 
only educational journal published in Ken- 
tucky, and the official organ of the Kentucky 
and Alabama State Departments of Educa- 
tion. Sworn subscription over 4,000. 

Louisville (Ky.) Home and Farm (1).— 
The most widely circulated agricultural pa- 
per in the South. 

Louisville (Ky.) Pentecostal Herald (1).— 
Guaranteed circulation 20,000. rgest cir- 
culation of any religious weekly in the South. 

MASSACHUSETTS. 

Boston (Mass.) American Cultivator (1). 
—Circulation larger than that of any other 
agricultural journal of its class. Best ad- 
vertising medium in the country. 

Boston (Mass.) Land and Water (2).—The 
authority on American amateur sports, be- 
cause its writers are absolutely familiar with 
the subjects on which they write. Its half- 
tone illustrations are equal almost to photo- 
— The magazine covers the leadin: 

eld and water events in this country an 
abroad. An advertisement in a daily lasts 
for a day only; in a weekly for a week, and 
in a monthly for a month. 

Boston (Mass.) ZL. A. W. Bulletin and 
Good Roads (1).—We quote you an extract 
from a letter, dated April 2, 1801, from the 
Grand Rapids Cycle Co., in which they say; 
“We have experimented with twenty-two 
newspapers, bicycle papers and magazines, 
and have demonstrated that more replies 
came through the Bu/detin than from all the 
other papers put together. We find we have 
placed more new agencies as a direct result 
of Bud/etin advertisements than we can trace 
to any three other papers. We believe we 
reach more riders through the Bud/etin than 
through the Ladies’ Home Journal and 

unsey’s Mi Z bined, while the cost 
of space in these two journals is fourteen 
times more than the Bulletin ices.”’ at, 
we maintain, is food for thought for the aver- 
age advertiser. 

Boston (Mass.) Afassachusetts Ploughman 
(1).—Fifty years of success proves the worth 
of the Massachusetts Ploughman and en- 
titles it to be ranked among the foremost 
agricultural journals. Ten thousand people 
pay two dollars a year for the Massachu- 
setts Ploughman. it goes into the homes of 
families who - 

Springfield (Mass.) Farm and Home (i),-~ 
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The regular circulation of Farm and Home 
is 250,000 copies per issue. We propose to 
add 100,000 more to that for every issue 
during the next four months, Commencing 
with the issue of January 1 next, and con- 
tinuing throughout oy ven each issue will go 
into 350,000 farmers’ homes. The rates for 
advertising will remain the same for those 
issues. Farmand Home with 250,000 circu- 
lation always pays advertisers. What will 
it do with 350,000, and at no advance in price 
for advertising in it ? 
| MISSISSIPPI. 

Meridian (Miss.) Herald (1).—Has a larger 
bona fide guaranteed circulation than any 
other daily newspaper in the State of Missis- 
sippi. Its circulation books are open and it 
is prepared to prove this statement. 


MISSOURI, 

Hamilton (Mo.) Harmers’ Advocate (2).— 
We guarantee our circulation every month 
by bond. We further guarantee it to be 
double any paper published in Caldwell 
County and five times several other papers 
in the county. We spend our time benefit- 
ing advertisers, not haggling over prices, 
Our home advertisers know and appreciate 
this, and we are not compelled to go out and 
hustle for ads. We have increased our cir- 
culation since June 1, 1 from 1,032 copies 
tor copies weekly. e print four and 
five times more home news than any 


well County Paper. 

St. Joseph (Mo.) Medical Herald (1).— 
For results in the Central Western States 
advertise in the Medical Herald. Read the 


wo! over. 


MONTANA. 

Anaconda (Mont.) Standard (3).—You 
can’t find a more hustling journal on earth 
than the Standard, but they are so aceus- 
tomed to bi ires that they don’t get 
excited for anything less than a million 
dollars! Up in Butte, where the annual 
output is about $30,000,000, a sale has to be 
a stumper before it causes very much talk. 

NEW HAMPSHIRE. 

Franklin Falls (N. H.) Zranscript (2).— 
The 7ranscrift goes into more homes in the 
city of Fran and surrounding towns than 
any other paper. Nothing claimed that we 
“Salmon Fails (N. H.) Jndependent (: 

mon Fa! iH. lent (2).— 
The Salmon Falls (N. H.) and South Ber- 
wick (Me.) /ndependent, published in Salmon 
Falls, N. H., is the only paper printed in 
two sore ae a — pepslaten of 
5,700 people. It is an eight-page, six-column, 
onheuts print publication issued each 
Thursday, and has a large and steadily in- 
creasing circulation. Advertisers wishing to 
thorough cover York County, Me., and 
Strafford County, N. H., should use the /n- 
dependent. 


NEW YORK. 

Hudson (N. Y.) Sunday Journal (1).—It 
is a drawing advertising medium. The read- 
ers of the Journal are representative citizens 
and prominent residents of the county and 
the immediate section of this portion of the 
State. We assure you of positive results. 

Hudson (N. Y.) Sunday Yournal (1).—The 
Yournai has a substantial circulation in the 
city and —n Iris a drawing advertis- 
ing medium. The readers of the Yournal 
are tative citizens and 


prominent 
residents of the county and the immediate 
section of this portion of the State. 

Milford (N. Y.) Veachers’ Gazette (1).— 
Circulation absolutely guaranteed to exceed 
10,000 copies each issue. 


New York (N. Y.) American Machinist 
(z).—You don’t want a “‘has been’’ paper. 
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You don’t want a ‘‘to be” paper. You want 
an *‘ is,’”’ 

New York (N. Y.) Churchman (1).—The 
representative weekly of the Protestant 
Episcopal Church. 

New York (N, Y.) feieliion (z).—Dur. 
ing 1897 the record of the Cosmopolitan was 
that of holding the | t clientele of intelli. 
gent, thoughtful readers reached by any 
periodical in the Le poy 8 Bo oteet and no 
expense were spared to hold this ascendency, 
While the best fiction, the most interes ad 
articles of adventure-and travel, the best 
criticism and art, were constantly a i 
in its pages, it appealed, by its more serious 
work, to the entire world. 

New York (N. Y.)Hera/d (1).—The value 
of Herald advertising columns is unequaled, 
The following is only one of the meni 
of the kind: ‘“ Desiring the services of a 
stock clerk, we inserted an advertisement in 
the Sunday Heradd on July 11. On former 
occasions an ad of this nature has drawn 
from fifty to one hundred replies, but in the 
first lot of answers, received, early Monday 
ney there were 525 letters, and in the 
second lot, received Tuesday morning, there 

, a total of 8or replies. The Nitional 
Cloak Co., New York, July 13, 189 

New York (N. Y. Outing (2).— 
advertising of bicycles and bicycle accessories 
is ass' in Outing. You can not afford to 
omit the wheelman’s and sportsman’s 
zine that is the “ father of cycling,” and a 
occupied for nearly sixteen years the position 
at the head of its class, and is the national 
authority of amateur 

New York (N. Y.) 


rts. 
udder (1).—B 
the advertising &) y using 


the Rudder you can 
reach two- s of the yachtsmen of the 
United States, and many in foreign lands. 
You can’t in any other publication, no 
matter how enormous its tion. Only 
yachtsmen read the Rudder. 

New York (N. Y.) Rura/ New Yorker (1). 
+The farmer is the tomer to culti 
this F pe has the money. Hebhas a thou- 
sand wants unsatisfied for a year or more, 
and he will turn the money over quick to 
satisfy them now. The Rural New Yorker 
will your story s t to him and his 
family. An introduction from it will secure 
you a share of his trade. He believes in the 
paper ; it has never deceived him. For fifty 

ears it has merited his confidence and en- 
Joyed it. It will sell millions of dollars’ 
worth of goods for some one this year. 

Rochester (N.Y,)Green’s Fruit Grower (1). 
—Largest circulation of any horticultural 
journal in the United States. 

Rome (N. Y.) Sentinel (1).—Daily Senti- 
nel, Semt-Weekly Sentinel. Combined cir- 
culation over 

Troy (N. Y5 Budget (x).— Within five miles 
of Troy, including Troy, there are 125,000 
people. Within ten miles of Troy there are 
210,000 people. Within thirty miles of Troy 
there are 250,000 people. Thousands of these 
come to Troy during the holiday season. 
Thousands of these read the Troy Budget, 
the greatest advertising medium in Northern 
New York. 


. . WASHINGTON. 

Seattle (Wash.) 7imes (4).—All eyes are 
now turned to the gold fields of Alaska. The 
ttle» Témes is a “ Klondike" to every ad- 
vertiser_that touches it. Guarantees a bigger 
circulation (daily, 10,480, and Saturday issue, 
12,485) than any daily on the North Pacific 

Coast, with one ae pr te 
Tacoma (Wash ) Ledger (4).—Only morn- 
ng paper in Tacoma. Bigger, better and 
handsomer to-day than ever in its history. 











ADVERTISING BUFFALO BILL. 
By W. A. Page. 

The Buffalo Bill show closed its sea- 
son some weeks ago after visiting in 
over 100 of the largest cities east of 
the Mississippi. In the six months 
since April, it put up in round num- 
bers, 300,000 sheets on billboards, 
and at least 50,000 window lithographs. 
The rental of the billboards averaged 
four cents a sheet a week, One-third 
of the paper was put up by the first ad- 
vertising car, which is usually three 
weeks ahead of the show. The No, 2 
car travels two weeks dhead of the 
show, and puts up another one-third 
of the paper, while the No. 3 advance 
car travels one week ahead and com- 
pletes the work. The rental of the 
paper put up by the cars amounts ap- 
proximately to $24,000. It would cost 
much more than this were the — 
put up by the local billposters. ch 
of the three advance’ advertising cars 
carries a crew of twentymen. The ex- 
penses of these sixty men average $2 a 
day each, The item of billposters, 
then, for such a large show, amounts 
to approximately $21,000 for a season 
of six months. Added to this should 
be the salaries of three expert car man- 
agers who personally superintend the 
work, These cars also carry the force 
of men who do “‘li ing,” or 
putting up the one-sheet announce- 
ments in the windows along business 
streets. The only return given the 
shopkeeper is a free ticket, yet most 
shopkeepers consider this handsome. 

he heaviest expense in advertising 

a show is the cost of the paper. The 
300,000 sheets used by the Buffalo Bill 
show weighed fifty pounds to the ream. 
This was 100 pounds to the thousand 
sheets. In such a quantity, it was 
probably possible to get the grade of 
per used at two cents a pound, 
ven at that price the cost of the paper 
used amounted to $600 for the sea- 
son. None of it was printed in less 
than four colors. Ido not know the 
actual price paid the lithographers for 
their work, but the aggregate sums 
se were enough to keep four of the 
rgest firms in the country in operation 
the ter of the winter season. 
In addition to the pictorial advertising, 
the, advance cars flooded the cities 
with at least 300,000 large pamphlets, 
500,000 smaller ones, and 300,000 
newspapers descriptive of Buffalo Bill 
and the life in the Wild West. These 
papers were known as the ‘‘ Frontier 
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Express,’’ and formed an excellent ad- 
vertising medium, as they were well 
written and eagerly read. All of this 
literature was handsomely printed, and 
was written by Mr. Whiting Allen, 
the general press agent. 

The No. 3 car, in charge of M. Man- 
ton, is also known as the ‘‘ opposition 
car,” and is used to do extra advertis- 
ing at various points along the route 
where it has been discovered that an 
opposition show intends to exhibit. It 
is a peculiar fact that a circus that ex- 
hibits in a city three months ahead 
of the Buffalo Bill show will hurt the 
business of the latter. One show in a 
season is about all most towns can sup- 
port. It is customary, therefore, if 
the Wild West receives information 
that a rival show intends to exhibit in 
a town on its route, to send the o 
sition car there and buy up all the bill- 
board space availabie. or instance, 
last Aprii, while the Wild West was 
at Madison Square, information was 
received that a rival show would. ex- 
hibit at Youngstown, Ohio, in July. 
The “Wild West was scheduled to 
reach Yo: town in August. Yet, 
the latter part of Avril, the opposition 
crew was dispatched to Youngstown, 
and the Wild West was billed on every 
billboard in the town throughout May, 
Juneand July. The same thing is done 
dozens of timesthrough the season, The 
newspaper end of the advertising of the 
show is given most careful attention. It 
has been for several years in charge 
of Mr. Allen. Mr. Allen travels three 
weeks ahead of the show, and makes 
all advertising contracts. In most 
cities the usual space taken is one-half 
column, double column measure. Ex- 
cept in the larger cities,electrotypes are 
furnished. is ad is to be used twice 
a week until one week before the show 
exhibits, when it is to be used every 
day. In every case the Wild West 
pays full advertising rates, according 
to the rules of the paper used. The 
element of free tickets does not enter 
into the advertising contract. After 
the arrangements are completed with 
the business office, the press agent 
makes a trip into the editorial rooms. 
In the theatrical and show business 
the editorial office always becomes 
very cordial when it learns that an ad- 
vertising contract has been made. It 
is, therefore, usually willing to insert 
free advance reading notices as 
‘*news.” This is the best possible 
kind of advertising, and costs less than 
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anything else. The press agent has, 
of course, thoughtfully prepared a 
‘*press book,” designed to aid the 
‘* busy editor.” This press book con- 
tains about a dozen reading notices of 
the show, printed on one side only, 
and with a blank space wherein is to 
be filled the date of exhibition. Ed- 
itors are tempted to clip very liberally 
from this press book, a week or so be- 
fore the show arrives, for on the cover 
is printed a request that the editor will 
use the matter, ‘‘and the kindness 
will be reciprocated in the usual man- 
ner by the press agent with the show, 
who will call in person on the morning 
of the exhibition.” This means that 
the press agent with the show will dis- 
tribute as many free tickets as may be 
needed. Every one in a newspaper 
office, from the managing editor down 
to galley boy, gets a free ticket when the 
circus or the Wild West strikes town. 
Different press books are, of course, 
left at the different newspaper offices. 
The Wild West uses every paper in 
every town it visits, except in the case 
of obscure weeklies. For German and 


French papers, wherever encountered, 
separate press books and advertise- 


ments prepared in German and French 
are used. 


—— ———_ 
AN ADVERTISING IDEA. 


The Dry Goods Economist, the al- 
leged organ of the American dry goods 
trade, published at 78 Walker st., New 
York City, offers advertisers the fol- 
lowing service : 

“ Fifty-two original, no-two-alike story 
ads in our paper. The advertising ideas to 
be originated by our staff. The 52 designs 
to be drawn by our artists free. The adver- 
tising to be prepared by us and appear weekly, 
The plates to be made at our e se and 
belong to you, enabling you to furnish clever 
electros and up-to-date ideas to your custom- 
ers, and thereby derive yearly thousands of 
dollars’ worth of /ree advertising in the mer- 
chants’ local papers.” 


A DIFFICULT SITUATION. 

“I’m in a quandary,’”’ remarked the fire 
eating citizen. 

* Of what nature? ”’ 

“ T challe that magazine editor.” 

“ What did he do about it?” — 

“Sent me a -printed slip saying thz: my 
manuscript had been received, and would be 
read as soon as it could be reached in its 
turn.” — Washington Star. 


rie inn tot 
UP TO DATE. 

The modern advertiser has to be clear up 
to date. For instance, one man advertising 
petticoats in New York set fourth their merits 
by beginning: “ First,they are wide—you 
don’t miss your car because your skirt won’t 
let you run ten steps.” His wife must have 
put him up to that.— Boston Globe. 


PRINTERS’ INK, 


TRADING STAMPS, 


COURT OF APPEALS DECIDES THEIR ISSUE Is 
ILLEGAL, 


The Court of Appeals this afternoon af. 

firmed the judgment of the Police Court ie 
what is known as “‘ the trading stamp case,” 
The opinion of the court, which was unan- 
imous, says that, although most shrewdly 
planned, of the many devices to obtain some- 
thing for ane the trading stamp enter- 
prise could h ly have come more clearly 
within the scope of the statute prohibiti 
gift enterprises, had it been well sie an 
expressly stated in the contemplation of Con- 
gress at the time of its enactment. 
_ Further on the court says: ‘The Wash. 
ington Trading Stamp Company and its 
agents are not merchants engaged in business 
as that term iscommonly enderstood. They 
are not dealers in ordinary merchandise en- 
gaged in a legitimate attempt to obtain pur. 
chasers for their goods by offering fair and 
lawful inducements to trade. Their business 
is the exploitation of nothing more or less 
than a cunning device. 

“With no stock in trade but that device 
and the necessary be and stamps and so- 
called premiums with which to operate it 
successfully, they have intervened in the 
legitimate business carried on in the Distri 
of Columbia between seller and buyer, not 
for the advantage of either, but to prey on 
both. They sell nothing to the person to 
whom they furnish the premiums. Biss | 
pretend arly to act for his benefit and a 
vantage by forcing their stamps upon a per- 
haps unwiliing merchant, who pays them in 
cash at the rate of $5 athousand. * * * 
There is not a shadow of rational foundation 
for the stamp company’s claim that it confers 
a benefit upon buyers by procuring for them 
an actual discount.”’ 

The case, it will be recalled, was instituted 
in the Police Court, where Joseph A. Sperry 
the manager of the Stamp Company, an 
Gustave Lansburgh, a | merchant, were 
convicted of violating the statute prohibiting 
gift enterprises, they having admitted par- 
ticipation in the trading stamp scheme. 

ey were each fined $100, whereupon they 
appealed to the Court of Appeals, where the 
cases were fully argued last month. Mr. A. 
S. Worthington representing the defendants 
and Messrs, S.T. Thomas and A. B, Duvall 
appearing on behalf of the District. 
he plea of Mr. Lansburgh that he was 
convicted merely of offering a discount or 
premium to his customers in the giving of 
the trading stamps to them, the Appellate 
Court holds, is not disclosed by the record 
in the case, and he must, the court says, 
abide by the result of his co-defendant’s 
conviction. The defendant, Mr. Lansburgh, 
the court further says, made himself the ac- 
complice of the other in an active way in the 
ny of the unlawful scheme of the 
tamp Company. Thecourt holdsthat there 
was no error committed in the case by the 
Police Court and that the judgment below 
must, therefore, be affirmed. s there is no 
appeal from the judgment of the Court of 
Appeals in criminal cases, its decision in the 
matter is, therefore, a final one.—Washing- 
ton Evening Star, Dec. 7. 
mentor nabs" Mad 

Eprror Comic Paper(enthusiastically)— My 
dear fellow, name your own price! This 
picture is a unique and original departure in 
comic art! 

Artist—Er—why—er ? 

Editor—Why, you’ve drawn a tramp with- 
out a tomato can !—JN. Y. Evening Telegram. 
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PRINTERS’ INK, 


The Chicago Newspaper Union 


has been for thirty years the leading codperative list in the 
country. At one time‘or another every advertiser of importance 
in this country has availed himself of the advantages offered by 
this codperative system, and many use the lists year after year. 


Fifteen Hundred Country Weeklies 


(the names and locations of which will be found on the following 
pages) at present constitute the Chicago Newspaper Union, 
They are good papers, all of them—in most cases the leading 
paper in their respective fields. 


The States Covered 


by this list include Illinois, Indiana, Michigan, Wisconsin, Ohio, 
Minnesota, Iowa, Nebraska and South Dakota. No better field 
for an advertiser to cultivate could be found. This is the great 
Middle West—the States that supply half the world with grain. 
Its people are prosperous. They have money to spend. What 
more need be said ? 


The 1,500 Papers 


of the Chicago Newspaper Union cover this great field thor- 
oughly. An advertisement published in the entire list will find 
its way into more than a million homes! Consider these things 
when making up your advertising list for 1898, and let the 1,500 
papers of the Chicago Newspaper Union head the list. 


For rates and further particulars, address 
CHICAGO NEWSPAPER UNION, 
87-93 South Jefferson St., Chicago, Il. 10 Spruce St., New York. 





Nore.—On the following pages nine separate lists are named. 
These together-constitute the Chicago Newspaper Union List. 
Advertisers who desire to cover a single State may select the list 
best suited to his purpose. One or more lists may be used in 
this way, giving the advertiser his choice of using from fifty to 


1,500 papers. 
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CHICAGO NEWSPAPER UNION LISTS. 


CHICAGO NEWSPAPER UNION, 
CHICAGO, ILL. 
443 Papers 
Published in Illinois, Iowa, Michigan, Wisconsin and Indiana. 
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CHICAGO NEWSPAPER UNION LISTS, 


cecnergentnce seeececeeess Hustler 
.News Letter 
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CHICAGO NEWSPAPER UNION LISTS. 





Times 
...Daily News 
. Republican 





























STANDARD NEWSPAPER UNION, 
CHICAGO, ILL. 
{02 Papers 
Published in Illinois. 
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CHICAGO NEWSPAPER UNION LISTs, 


..Democrat | STREATOR 



































FORT WAYNE NEWSPAPER UNION, 
FORT WAYNE, IND. 
{89 Papers 
Published in Indiana, Ohio and — 


Indiana—S4 Papers. 


a. 
Republican P. rogress 
“ Chronicle 
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CHICAGO NEWSPAPER UNION LISTS. 


AUSEON . Fulton Co, Tribune 
WAYNESFIELD 
WEST et a DRIA:::: Twin Vailey Times 
WILLSHIRE 
Woos' 
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SIOUX CITY NEWSPAPER UNION, 
SIOUX CITY, IA. 
219 Papers 
Published in Iowa, mael ony and Nebraska. 


TIowa-—1 o4 Papers, 


0 7c Valiey Press 
bay - <4 
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CHICAGO NEWSPAPER UNION LISTS, 
























sencepseneces cove Court 
BLK POINT, 65 oo 00 600 pene caccesocgcesso Leader 
..Record 





Minnesota—S Papers. 
ALDEN... ..0000000ccecccee 
Re FAIRMONT.... 
South Dakota Stockman 

‘ Herald 


























MILWAUKEE NEWSPAPER UNION, 
MILWAUKEE, WIS. 
118 Papers 
Published in Wisconsin and adjoining States. 


mye seconsin— —110 Papers. 
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CHICAGO en eet UNION LISTS. 
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ST. CHARLES, Minn. 
Gazette | VIRGINIA, Minn 
GRAND MARA 


GLAI 
GLAI 
GAR 





Other geht Papers. 








WISCONSIN PUBLISHERS’ UNION, 


MADISON, 


wIs. 


56 Papers 
Published in Wisconsin. 
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CHICAGO NEWSPAPER UNION LISTs, 


WAUNAEEE...............- esecsected -.-.News Other Sta 
Hor Journal | POSTVIP ER Tome * > Papers, 

Enterprise | ROCHELLE, Ti 
.-Reporter | LE ROY, Minn.......... ......... 


INDIANA NEWSPAPER UNION, 


INDIANAPOLIS, IND 
108 Papers 
Published mainly in Indiana. 


Indiana—94 Papers. 
ppalA ipa 












































































DED: sci cccvstece. sagpeeseseces 
BARETIEUELLE.«.......+0-000eesersenee 
MEE c db ce cedbccccvcccavccconsesecessos 
OLNEY Daily Sa 
OLNEY Weekly Journal 
tteAiatecs cece vdvescmtcsesiocssed Herald 
WARRENSBURG...........202ccecceesee 
rood States—3 Papers. 
WHEL, Miassanenceyecbecesvensnhal Echo 
HAWESVILLE, slept AS lee Clarion 
ME vcccdncesvccvcscsdsddecst Sentinel 


- NEBRASKA NEWSPAPER UNION, 
YORK, NEB. 
75 Papers 
Published in Nebraska and Kansas. 
Nebraska—55 Papers. 





EES SESE ate Veteran and Mi Relief Corps 

| RETR SA TPR baths Reporter 

4 Encbscsd:$¢sdes . Chronicle 
ARPLEY......... .. ‘Inter Ocean 
AVER CROSSING view 

, SB .. News 
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CHICAGO NEWSPAPER UNION LISTS. 





Journal 
.Public Journal 
cone cen 6ehee Herald 
...Democrat-Herald 
Tribune. News 









tte 
UN | RAPID CITY..........0eeererereere 









Gone Dakota—1 Paper. 
Re 


Tdaho—1 Paper. 


Porter | ST. ANTHONY ..........c--:-0000+s .. Gazette 








Colorndo—3 Papers. 








Td Gade ds bas dbsdeset beamed ocrat 
AN.. Gold Beit Enterprise 
STERLING... Daily Democrat 
Wroming—1 Paper. 
DOUGLAS, .....-ceccccsecersceens sovceeee OWS 





SIOUX CITY INDEPENDENT UNION, 
SIOUX CITY, IOWA. 
176 Papers 


Published in Towa, South Dakota, Nebraska and Minnesota. 
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CHICAGO NEWSPAPER UNION LISTs, 


sNews) Other Sta — 
at | po Other 8 tes—3 Papers, 
ibaterpeine ROCHELLE, In, 
Reporter | LE ROY, Minn 


INDIANA NEWSPAPER UNION, 
INDIANAPOLIS, IND. 
108 Papers 
Published mainly in Indiana, 


Indiana—94 Papers. 
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NEBRASKA NEWSPAPER UNION, 
YORK, NEB. 
75 Papers 
Published in Nebraska and Kansas. 
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CHICAGO NEWSPAPER UNION LISTS. 


Leader | WILCOX....... . 





‘Democrat-Heral¢ 
Tribune- 4 
Central Star of Joun 
0} 











South Dakota— 1 Paper. 
RAPID CITY 
Tdaho—1 Cg 
WR, BITTE on ncecccscovcccvcsesed -. Gazette 
wee ge do—3 Papers. 
Gold Belt itnterprise 
Daily Democrat 
Wryoming—1 Paper. 
DOUGLAS, ......e00ceeeesessenees sseceees OWS 


SIOUX CITY INDEPENDENT UNION, 
SIOUX CITY, IOWA. 
176 Papers 
Published in Iowa, South Dakota, Nebraska and Minnesota. 
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CHICAGO NEWSPAPER UNION LISTs, 


N. 
ENDER. 
PLATTE CENTER.. 
PLAINVIEW 
RCE 





ALL 
—E PRESTON.. 
NOX 














Gazette | SOUT: 
Courier | WAKEFIELD 
t h WISNER. 
iter | WAUSA 
sepanagiees -— n 


‘opulist 
R : iter 























A 
North Dakota—1 Paper. PRACR VILLE. 
j Independent | HIBBING.... 
Nebraska--31 Papers. 























YEOFF. 
RTHINGTON 








Oregon—1 Paper. 
HARNEY VALLEY 


ADVERTISING RATES. 
AGATE MEASURE, PER WEEK. 
Chicago Newspaper Union List 
Standard Newspaper Union List 
Fort Wayne Newspaper Union List 
Sioux City Newspaper Union List 
Milwaukee romates Union List. 
Wisconsin Publishers’ Union List 
Indiana tse moe Union List 
Sioux City Independent Union List 
Nebraska Newspaper Union List 


Combined Rate for the Nine Lists—@g.00 per line. 





BERSRERES 
PRREEEEES 


Reading notices, set in minion type, 50 per cent extra for space 

occupied, agate measure. 
- ese prices are subject to large discounts, according to amount of 

order. 

We shall be glad to quote prices on any of the above lists, or for the 
— combination, and give full information upon any desired plan of 

vertising. 

Space in these lists can be obtained direct from our offices, or 

through advertising agencies. 


THE CHICAGO NEWSPAPER UNION, 


87-93 South Jefferson St., Chicago, Ill., and 10 Spruce St., New York. 
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LABELS. 

The best labels are those that, in addition 
to plainly indicating the contents of the pack- 
ages to which they are affixed, are distinctive 
and serve to help advertise the goods. Where 
the goods have a trade-mark, which is a 
prominent feature of the newspaper and 
magazine advertising, the trade-mark should 
always be a part of the label, and the label 
when distinctive may well be made a part of 
the advertisements of the firm. Some of the 
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bicycle people have found it advisable to fol- 
low out a plan similar to this. The name- 
plate, which might be called a_label, is 
shown in connection with the advertisements, 
and becomes well known to the readers, who 
find it easy to recognize the wheels when 
they seethem. A scheme that is used, but 
only to a limited extent, is to have a distinct- 
ive color for the label and call attention to 
this in the advertising. This is an excellent 
plan, and when people ask for the goods 
with the green or the red or the blue label, 
and insistupon having what they ask for, 
there is no doubt that the use of such color is 
of benefit. Patented stoppers for bottles, 
easy-opening attachments for cans and simi- 
lar devices, while not labels, are distinctive 
features which may well receive notice in the 
ads.—Process Work and the Printer. 


POOR EM 
DELIVERY WAGONS AS ADS. 

I have often thought that much more 
could be gotten out of a delivery outfit than’ 
most merchants secure. There is scarcely a 
time when a large store has not some feature 
or features of exceptional interest. Why not 
make the broad sides of delivery wagons 
the bulletin boards? If sucha plan were 
put in operation the words on each bulletin 
should few and strong—such as would 
catch the eye of a passer and make an im- 
pression instantly. Some of the big stores 
run more than 100 delivery wagons. The 
advertising possibilities of such a scattered 
caravan can hot be over-estimated. The 
trouble would be that to keep such a series 
of bulletins—changed every day would be 
the ideal—up to the proper pitch would 
require more care and more genius than the 
average mercantile outfit could or would 
supply. The temptation would be to let the 
good-enough idea control. That would be 
enough to knock most of the value out of the 
work. Snappiness and freshness are the im- 
portant features.—Dry Goods Economist. 

i anal 
FIRST KLONDIKE PAPER. 

The honor of being the first paper pub- 
lished in Dawson City, Klondike, is claimed 
by the Klondike News, appearing weekly 
since July 17, 1897. It contains everything 
that is of interest to the miners and likely to 
attract others to the region. The first num- 
ber boasts of two columns of advertisements. 
The subscription price is $20 per year, or 
74d. per number. The proprietor was the 
first advertisement canvasser at Dawson 
City, and brought with him the compositors 
to set the paper; but they soon left him, in- 
fected by the gold fever, professing to “lift” 
gold from the earth rather than type from 
the case. The result is that the proprietor of 
the Klondike News combines in the same in- 
dividual the offices of editor, compositor, 
printer and publisher.—Printers’ Register. 

——___+o+ ——. 


IT IS SO. 
The daily newspaper can introduce you 
and your Cuslunes to the public quicker, 
cheaper and better than any other known 
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SPECIAL SALES. 
_When a special sale is to run a certain 
time, be sure to advertise its continuance. 
Follow it up each day with new announce- 
ments as long as it lasts. . lt isn’t necessary 
to give it much space for the first announce- 
ment, but don’t ignore it, and make every- 
thing about the store advertise it. Show the 
public that you think it isa big thing. Have 
the bargain-counter the most conspicuous in 
the store. Have plenty of card signs, and 
have window displays, if necessary, on the 
same lines.—Shoe and Leather Facts, 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in ad 


NEW JERSEY. 
4 es PASSAIC DAILY NEWS makes money for 
its advertisers. Thoroughly up to date in 
all respects. Estimates also rnished on all 
kinds of job work. NEWS LISHING CO., 
Passaic, N. J. 

















‘OHIO. 


AYTON M @ Evenine WN. 
D WEEKLY Pimes” Newer 14.000 daily, rit 
weekly. LA COSTE, New York. 
Y CuRGsTOWE, OHIO, SUNDAY NEWS — 32 
Mahoning Valley Maverticest and te 
pie free. 20c. inch each insertion. C. M. 
HAFFER O©v., Youngstown, Ohio. 
OREGON. 
~ ALEM—“If the advertiser wishes to reach 
\) with powerful influence the people of Salem, 
Oregon, and vicinity, he must seek the Starzs- 
MAN.” —Printers’ Ink. 


SOUTH CAROLINA. 
[\HE COLUMBIA REGISTER—daily and weekly 
ris ern cates Se 
ment. (See Ayer’s Directory). It is the best 
family a published in the State. That’s 
why it pays to advertise in THE REGISTER. 

WASHINGTON. 

T= “pt” 


GEATTLE POST-INTELLIGENCER 
\) Largest cir 























1 in the State. 


WEST VIRGINIA. 


WHEELING NEWS is credited witha 
cire’n than any other W.Va. daily. 


CANADA. 


$28 FOR 1 3 1. A. W., for 3 mos. in ae 
OD da in ebec Prov,, excluding Mout- 
real. ARATS AD AG'GY, Montreal. 




















Displayed Advertisements. 
50 cents a line; $100 @ page; 25 per cent 


extra for shectfied position—i/ granted. 
Must be handed in one week in advance. 


THE EVENING CALL 


FAYETTE, IND - 
is the America for the 


te ote gr Jue eee, ame 
size of the town. Itis 4 
It has more home advertising ad Foreigs giver. 
tising thanany rin its it 
Sete Be py tty . 











medium.— The Adwriter, 
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Tnerease circulation and 
erads wauas our Patent 
COILN CARDs, 
printing on) 5 r 
quantity less price. STATION- 
ERs’ M¥G. Co., Detroit, Mich. 


1,000 (any 
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Good Ads Like good eggs may 


= be spoiled’'in the SETTING. If you 
= want your ads, circulars, booklets, etc., 
= set or printed in a style to command at- 
= tention and respect, just mail copy to 
Wma. Jounston, Mgr. Printers’ Ink Press, 
1o Spruce Street, New York. 
CUCUPORUUEDODESERONS BEREEOr 


CHAS. H. FULLER’S 
Llodvertisers’ 
Directory 


To Leading Newspapers and Magazines for 1897. 
Price, paper, 50 cts., leather, $1.00. Concise in the 
information given, itis so admirably compiled as 
to be invaluable to the general advertiser and is 
in such shape as to fit any odd corner of the desk. 

A copy of 1897 “*Advertisers’ Directory ” will 
be mailed free of cost to any general advertiser. 


ADDRESS NEAREST OFFICE. 
CHAS. H. FULLER’S ADVERTISING AGENCY, 
Chicago, Buffalo, New York, 


BI 








NOW 
READY 


Boyce Building. Ellicott Square. Temple Court. | 











JOLIET 


is a mighty good town. Popula- 
tion in 1880 was _ 11,657; 
27,407 in 1890, and offici 
census of 1 shows 35,400. 
Few cities anywhere equal this 
record. 


WHY ? 

Great railroad facilities. Four 
Trunk Lines and the Outer Belt 
Line give 110,000 miles of the 130,- 
000 in the United States, direct 
entrance to Joliet. Steel Mills, 

-arbed Wire Mills, Tin Plate 
Mills and kindred industries 
employ over 7,000 men, with pay 
rolis of over $4,223,000 annually. 
The Chicago Drainage Canal will 
spend over $500,000 in Joliet and 
vicinity during the next year. 

P Advertisers should know these 
acts. 


THE JOLIET 
DAILY NEWS 
is “ the biggest little Daily in the 

United States.” 
twelve months ending i 494 
October 1, 1897, was: 5 


and the News is read seqeienty 
in nearly 80 per cent of Joliet’s 
homes where a hewspaper goes. 


Sworn circulation for 








of my business is getting up 
ADVERTISEMENTS ana 
BOOKLETS 

that sell goods. Inthemonth 
of O I pleted a 
book of Display Advertise- 
ments to be sent to the cus- 
tomers of a Whole- 
sale Clothing House in 
hester. The firm that 

t it out said: “It was the 





isomest and best paying work we 
ever had done.” I am at present com- 


a Catal 


leting for a Roches 
Brot! ng House which will be the mc 


er 
»st artistic one gotten out in 


. It isa Combination Book of Advertisements, Lithograph 


and Color Pages, with Cloth Samples 
logue for a New Yor 


working on a Catal 


asted on. I am now 
Clothing House com- 


of Advertisements and Half-Tones printed on No. 1 r. 


fe is going to be a book which will pay the owners. 
tinue 


‘What f have 


lone in this line has given full satisfaction and brought con- 
Sampl business. 


d orders. 


ples sent to any one who means 


| ATTEND TO THE WHOLE BUSINESS. 


WM. JOHNSTON, Mgr. Printers’ Ink Press, 10 Spruce 8t., N. Y. City. 
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ten days after publication. 


which they offered a liberal price. 


NER’s has exceeded the supply. 


WHAT THE PUBLIC SO 
HIGHLY APPRECIATE, 








The Christmas Scribner Out of Print. 


The whole edition of ScrrmNErR’s Magazine was exhausted 


To meet the extraordinary demand for this issue, the pub- 
lishers found it necessary to advertise for return copies, for 


This is the third time this year that the demand for Scrr- 

















FRIENDS’ PUBLICATIONS. 


These are the only mediums to reach the 
great body of Friends in the United States 
and Canada. The Friends are a well-to-do 
and thrifty people, and have great confidence 
in anything advertised in the periodicals of 
the Church, 

1. The Teachers’? Quarterly is 
published for the Sabbath School Super- 
intendents and Teachers. 

2. The Advanced Quarterly is 
intended for the main body of the Sab- 
bath School. 

3. The Intermediate Quarterly 
is for a younger class of pupils. 

4, The Primary quesy is for 
the infant class. hese Quarterlies 
have a combined circulation of over 
31,000, and are kept in the homes for 
three months; the advertisements can 
not fail to attract attention. 

Our Youth’s Friend isa literary 
paper for young people. The average cir- 
culation for the past year has been 11,119. 
Our Little Folk’s Magazine 
is intended for the little ones. others 
are delighted with it, and any advertise- 
ment in it must claim their attention. 
Circulation, 4,000. 

The Christian Arbitrator. 
This is the Friends’ publication on Peace 
and Arbitration. The circulation is 
largely among ministers and educators. 
It is a very valuable medium for certain 
lines of advertising. 

Entire circulation of the papers is over 

’ 
FOR RATES APPLY TO TH 


Publishing Association of Friends, 








New England's Family Paper. 
THE . 


Portland Transcript 


The following facts wiii interest 
ad who are seeking the best 
mediums and who appeal to New Kng- 
land buyers. 





FIVE FACTS. 


The average weekly circulation 
of the TRANSCRIPT Yor the year 


ending July 31, 1897, was 
10 

23,4433 
One-half of this circulation is in 
Maine ; nine-tenths of it is in New 
England. 

no r in the coun! 

80 ene) soudere per ~ 4 
Many Tra TS b 
from house to house and finally 
sent to relatives in the West or 
South. Ask any New Englander if 
this is not so. 
Each issue of the TRANSCRIPT has 
12 . The ovenage of advertis- 
ing not 10 columns. 
This good position for “run 





means 
of paper” ads. 








HICAGO, ILL. 








HOT IRON 





now with your advertisement. 





Should be struck before it is cold. 700,000 
ited monthly by the five papers of LANE’S LIST 
hold more ready money than for years. Strike them 


Information, rates, etc., on application. * 


homes vis- 


$3.00 an agate line, 











LANE’S LIST, Inc., Augusta, Maine. 
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$25,000,000 
Of Yukon Gold. 


William Ogilvie, Domin- 
ion Surveyor, and the 
leading authority on the 
Klondike, estimates that 
from 


$10,000,000 
to $15,000,000 
in gold will be taken out 
of the Klondike by June, 
1898. 
Other authorities place it at 
$25,000,000 


Ninety per cent of this 
gold will come to 


SEATTLE 


Ninety per cent of the 
Alaska and Klondike 
trade is controlled by 


SEATTLE 


Ninety per cent of the 
prospectors outfit at 


SEATTLE 


There will be from 40,- 

000 to 50,000 of them 

next spring. 
It is a good time to get 
your advertisement in 


SEATTLE’S 
big paper, the 


Post- 
Intelligencer 


A. FRANK RICHARDSON, 
Eastern Represent: 














ative, 
Tribune Building, New York. 

GEORGE U. PIPER, Manager. 
8, P. WESTON, in charge of Advertising. 


{ 
] 

) Texasisthe greatest State in the Union, { 
) There are over 300,000 Baptistsin Texas, ? 


; THE 

’ TEXAS 
BAPTIST 
STANDARD 


) is their chief denominational medium. 
The StanDaRD has the largest circula- 
2 tion of any religious paper published in 
) the Southern States. 

The following affidavit proves that 


fact: 

Q Waoo, Texas, February 3, 1897. 

? To Wow ] Ir. May Comcunar ¢ 2 

) “This certifies that the smallest number of 
> ecapiaan ct coptes oft of the Texas Baprist STaND- ¢ 
e- aie uring any week of 189% was 


Subsoribed « ena sworn to before me by J. 
B. Cranfill, Hamilton and St. Clair 
Lawrence, ‘his gra day of February, 1897. 


Jno. T. BATTLE, ( 

Notary Public, McLennan Co., Texas. ¢ 
Advertising rates are reasonable. 

Write tothe Texas Baptist Stand- 

ard, Waco, Texas, for sample copy § 




















Progressiveness 
; Triumphant... 








A circulation with a price 
based on results. 


4 


: Household 
Journal 


Philadelphia. 


Circulation 140,000 copies, proven. 
Price, 40c. per agate line, flat and 
firm. Results, 100 per cent on the 
investment. This for progressive 


} advertisers. Forms close 20th pre- 


ceding month. 


HOUSEHOLD JOURNAL 
PUBLISHING CO., 
8. E. Corner Ninth and Filbert Streets, 








Household Journal Building, 
PHILADELPHIA, PA. 
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Is it Worth |. 
Your While to 
Advertise in 
Religious 
Papers ? 


A PIONEER. 


TEXAS STOCK AND FARM JOURNAL 


The pioneer agricultural paper of the Soutn- 
west, established in 1880, has recently estab- 
lished headquarters in the city of Dallas. 
For the past eighteen months The Journal 
has had an office at Dallas, but until the last 
month its headquarters office has been in Ft. 
Worth, The offices at Fort Worth and San 
Antonio will still be maintained as branch 
offices. 

The cause for this move, Printers’ Inc is 
informed, is that The Journal may be 
nearer its large and rapidly increasing list of 
black land farm readers. Dalas, being in the 
center of this.rich territory, and offering, as 
it does, unexcelled newspaper facilities, The 
Journal management very wisely chose 
that city as the home of their paper. 


TEXAS STOCK AND FARM JOURNAL 


Is a household word in Texas, and the farm- 
ers and stockmen of the Lone Star count it 
as a staple article; it comes next to the flour 
barrel. The Journal is original, broad 
and liberal, as well as progressive and up to- 
date in all its methods, and just!y deserves 
the high place it holds among the farmers 
and stockmen of the great Southwest. 








The Leading Newspaper. 


Unexcelled as an 
Advertising [Medium. 


Publishes a Daily, 
Sunday and Semi- 
Weekly Edition. 


JAMES C. FARRELL, 
Business Manager. 
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Every sort of paper has its peculiar 
value for advertising. 

Religious papers are read by sons and 
daughters, not themselves religious, per- 
haps, as v-ell as religious people.. Will 
anybody undertake to say that the fam- 
ilies in which religious papers are taken 
are pot the buying families? We put 
this question to you who have really 
uscful things to sell. 

Would not advertisers do well to bear 
in mind how high a class of people they 
address in religious papers, and make 
their addresses accordingly ? 

So the end of what we are safing is 
not that you had better go into religious 
papers, but that, if you do go inte them, 
you had better put on your best adver- 
tising manners, and be careful of what 
you say as well as how yousayit. Re- 
ligicus papers are worthy vehicles of 
the very b-st and most carefully consid- 
ered advert sing. 

These are Leading Religious Weekly 
HOME JOURNALS which every 
week visit 


Over 220,000 Homes. 


The Sanday School Canes 


THE LUTHERAN OBSERVER, 
THE CHRISTIAN STANDARD, 
THE PRESBYTERIAN JOURNAL, 
THE REF. CHURCH MESSENGER, 
THE GHRISTIAN INSTRUCTOR, 
THE EPISCOPAL RECORDER, 
THE CHRISTIAN RECORDER. 
We attend to the details of advertis- 
ing for all these papers. Write to us. 
THE RELIGIOUS 
PRESS ASSOCIATION, 


104 South Twelfth St., 














PHILADELPHIA, PA. 
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ON EXT!! 


It was a one-dollar ad in PRINTERS’ INK that 
started me in advertisement writing as a business. 

It was a favorable comment in PRINTERS’ INK 
on my local work at Indianapolis that gained my 
first position as advertising manager. 

It has been continuous advertising in PRINTERS’ 
INK that, in five years, has brought me the largest 
and most lucrative business in my line in the 
world. 

It is Printers’ INK that has brought me the 
business of some of the largest advertisers in 
America. 

It is my eight years’ earnest study of PRINTERS’ 
INK that has made me capable of handling such 
a business. 

To PrinTERS’ INK | owe whatever of success or 
money | have made in advertising. 


CHARLES AUSTIN BATES. 











The Little Schoolmaster 
is always grateful to re- 
ceive the commendations 
of his pupils. 














And Still it Grows ! 





BRANN’S 


ICONOCLAST | 


Published monthly at Waco, Texas, 
Chaste but vigorous, saucy” but not 
impudent. Paid circulation for Novem- 
Be, SRUT...6 o: ef Ni ls ieee 


80,000 copies 


or greater than both the paid and unpaid 
circulation of all Texas dailies, morning 
and evening, combined, 


This we are prepared to prove. In three 
years we have not printed 3,000 papers 
which we did not sell. We have no free 
list. We do not carry a subscriber be- 
yond the time for which he has paid. 
Quack doctor and snide jewelty ‘ads’ not 
accepted at any price. 








You can examine the paper at almost any news-stand in the 
United States, on almost any passenger train. 
if it impresses you as a paper that is read and “‘ passed around.” 


Write for rate card 





WHY WE GROW 
HHHhininhH 


RING THE PAST THREE 

months advertisements of 
Farm News and Womankind 
have appeared in more than 
300 American publications. 
That’s why our circulation grows 
—and it’s a good kind that 
grows in that way. 


WHINE 


Farm News. Womankind. 


SPRINGFIELD, OHIO. 
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THE PROFESSIONAL OPINION. 


Charles Austin Bates, the well-known advertising 
expert, says (in Criticisms, October issue, p. 148) that 


THE COUNTRY 
GENTLEMAN 


“ Enjoys the distinction of being well spoken of by all 
of its competitors, and for the advertiser is an unusually 
good investment at its rate.”’ 


PRINTERS’ INK says, editorially, that it 


** Meets the eyes of an unusually large number of the 
class known as gentlemen farmers, and is in demand 
among advertisers desiring a circulation of the very 
highest class.” 


Mind you, both these opinions are from the stand- 
point of 
THE GENERAL ADVERTISER. 
The writers were not thinking especially of reaching 
country residents as a class. 


Profitable Advertising exhorts advertisers to remem- 


ber that 
“Tt is generally recognized that when the readers of a 
newspaper have feo accustomed for years to respect and 
to be guided by the opinions expressed on the editorial 
page, when they have come to regard those opinions as 


onest and sensible, they are inevitably led to give 
greater value not merely to the news departments, but 
also to the advertisements of the advertiser.” 

If that is sound, there are not many periodicals whose 
advertisements carry more weight with readers than 
those appearing in THE Country GENTLEMAN, which 
will begin with 1898 its 

SIXTY-EIGHTH YEAR 
of continuous and successful publication, never having 
changed hands during that period except by descent of 
ownership from father to son. 


Twenty large pages weekly, One insertion, 40 cents line, 
treely illustrated and carefully $5.60 per ad a 
printed on fine paper. Liberal Discounts for Con- 

Advertisements tastefully set tinuance. 
and ro classified. Subscription price, §2. 

Nothing objectionable taken. Send for Sample Copies. 


LUTHER TUCKER & SON, PUBLISHERS, ALBANY, N. Y. 
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AKRON, Beacon-Journal 
ASHTABULA, Beacon 
BELLEFONTAINE, Index 
BUCYRUS, Telegraph 
CAMBRIDGE, Jeffersonian 
DEFIANCE, 


Republican-Express 


EAST LIVERPOOL, Crisis 
FINDLAY, Republican 
GALLIPOLIS, Journal 
HAMILTON, News 
IRONTON, Irontonian 
KENTON, News 
LANCASTER, Eagle 
LIMA, Times-Democrat 
MANSFIELD, News 
MARIETTA, Register 
MARION, Star 
MASSILLON, Independent 
MT. VERNON, News 
NEWARK, Tribune 
NORWALK, Reflector 
PIQUA, Call 
PORTSMOUTH, Times 
SALEM, News 
SANDUSKY, Register 
SIDNEY, Democrat-News 


SPRINGFIELD, 
Republic-Times 


WARREN, Chronicle 
WOOSTER, Republican 
XENIA, 

Gazette and Torchlight 
YOUNGSTOWN, Vindicator 


ZANESVILLE, Courier. 


THE BEST PAPERS 


in 32 of the best 
towns .in Ohio are 
represented in the.. 


Ohio 
Select 
List. 


The advertiser who wants 
to cover Ohio can’t afford 
to leave one of them off of 
his list. 

The advertiser who wants 
to limit his expenditure or 
do some experimental ad- 
vertising in Ohio can’t miss 
it by taking the OHIO 
SELECT LIST OF NEws- 
PAPERS, Daily and Weekly. 


Guaranteed Circulation. 


Write each paper for rates. 
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FOR RHODE ISLAND 


there is absolutely no advertising OSS 
medium that can bring results uu LeS 
the advertiser equal to the 


TELEGRAM 


IN EITHER THE 


Evening or Sunday Editions. 





The.following figures on circu- 
lation for November show what 
the TELEGRAM offers to the advertiser, and the sub- 
joined figures in advertising prove that the advertiser 
knows a good thing when he sees it. 


Total Net Sales Evening Telegram........... 923,900 
Daily Average Sales. ............-..ccccccccceneces 36,956 
Total Net Sales Sunday Telegram............ 151,744 
Average Sales per Sunday ...................605 37,936 


ADVERTISING RECORD FOR TELEGRAM AND ITS COMPETITORS. 
Evening and Sunday Telegram, inches paid Advertising......... 27,868 
Daily and Sunday Journal, inches all kinds Advertising......... 20,986 
Evening Bulietin and Sunday Journal combined, inches all kinds 

EEE: oncae ns <oceersccing eng 4346. «tantathineties ett toe hamecosuan 26, 
Excess in inches of Advertising in Evening and Sunday Telegram 
over Daily and Sunday Journal.............ccceeeseee -ceseeeee 882 


Excess in inches of Advertising in Evening and Sunday Telegram 
over Evening Bulletin and Sunday Journal combined.......... 1,762 


FOR THE PAST SEVEN MONTHS. 
May, June, July, August, Sept., Oct., Nov., 1897. 
gd it Advartining te Howes d Sunday Tel 
nches of pai vertising in Evening and Sunday 171,156 


ee eee POO e ee eeeee Pree eee eee U SECC CC CCST Cee errr 


an a all kinds of boc aksiratrey-rne in Daily and Sun- 











Gay JOUFNAL.......occcceccccccccccevcsvccesvececscccsseseseee ++++151,174 
Excess in inches of Advertising in Ev spine « and Sunday 

‘Lelegram over Daily and ‘Tesiay Journal. ......s++++ { 9,982 
Total inches, all kinds of me poh na | in Evening Bulle- 

tin and Sunday Journal combined...........+-..eseeeeeee ++ +-«166,814 
Excess in inches of Advertising in Evening and Sunda 342 

Telegram over Bulletin and »unday Journal combin 
Inches paid Advertising Sunday Telegram..........-«+++« 40 455 
Tota) inches, all kinds of Advertising in Sunday Journal...... ++»14,848 
Excess in inches of Advertising in Sunday Telegram over 2 { 2 i 

Sunday Journal... ...i.5..seisodescveccescds Phos fede ie 
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The lowa Homestead 


Has had a WEEKLY CIRCULATION for the past two or 
three years never less than 


31,000; '*'s"ow 45,000. 


~AAAATAAAAAAAA DTU 


The affidavits of the Business Manager, Bookkeeper and Pressman, in 
proof of this, will be furnished to any one interested on application. 

During the sixteen months ending November 1, 1897, The Homestead paid 
postage amounting to $3,746.50. In proof of this the following letter from the 
Homestead Co. to the Postmaster, at Des Moines, Iowa, with his reply, are 
submitted : 


The Homestead Co.'s Letter: The Postmaster’s Reply: 


Orrice oF Homesteap Company, Des Moines,; OFFice OF PostmasTER, Des Moines, Iowa, 
fowa, Nov. 1, 1897.—Hon. E. H. Hunter, P. M.,| Nov. 1, 1897.— Homestead Company, Des 
Me Jowa. D Moines, Iowa, GENTLEMEN—Your favor of to- 
day asking a verification of the statement of 

e | second-class postage paid by you during the 
sixteen months from July 1, 1896, to Nov. fa 
We | 1897, has been received. On’ comapering Ge 
statement (amounting in te to 
$3,746.50 for the pei named) with the rec- 
ords of this office, I find the amount paid by 
the Homestead » Ty. 3 ours, 
correctly 


orm’ Pocus, 





NOW WE DON'T WANT TO TRAMP ON ANYBODY'S TOES, 


but for desire to cover the Western States, 


of advertisers who 

and A at rly the State of lowa, we 

OFFER NO. 1.—The Homestead will pay 
cattle breeder, y 4 SRten cs penlicy releon. | 
or to any manufacturer of agricultural im- 
ey our weekly acricultural Sl paper tn lows 

Tr wee 

to publish as of its ¢ vale by 
weeks, fy Spa eet astatement of 
its receipts for weeks, Sasi 


sate nm Frmonthe 


“OFFER NO. 2.—If offer No. 1 janccopted 
such statement is sho 


deach —- the 
paitional $100 if the 


estern farmers, 
net cash subscription 
sub- : a) —— 


OrrEe No G,- Motel Ba chove taveo 
pted, and any one proves 
Ste cuntited co'the'cume messed fa them, the 


make the following offers: 
Homestead will 100additt - ifth —_ 
net Cp subscription recel a " 


r nts Towa efor one > 
full ~Ay ~~. : front Westen 
the. sum of $1,500, 
OFFER NO. Po The Homestead wi! pe = 
oss en rhe dh Me, bey of tne 
if the amount of 
$3746.50, pa ih pal by by it Le iy: sixteen months 


for er 
—— wholly le- 
oe me in the Des Mo ice, is not 

six times greater than was paid by any other 
weekly oF paper in Iowa during 


the 
OF NO. 6.—The Homestead will 


an additional $100 to any» winner of the ae 
tioned during thirty-one 

s in 1 the cash subscrip- 

the AH direct from 

did not exceed the entire 

t from 


men 

tion tee: 
rece! 

Western farm 


r in tows during Ghia the whore ole year 





THESE OFFERS ARE MADE IN ENTIRE GOOD FAITH. 


If the fact will be announced as public fhe offers be been 
they are accepted e eo ve 


will be 


made, and the results 


published. For rate cards, sam 


ete., 


HOMESTEAD CO,, DES MOINES, JOWA. 











FAMILY 
PAPER 








> mee 
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ENTERTAINING 


THE 











ELMIRA 
TELECRAM 


has the Largest Circulation 


of any Sunday paper in New 
York State outside of the 


Borough of Manhattan. 


W 


A. FRANK RICHARDSON 


TEMPLE COURT, 


- - = NEW YORK 


CHAMBER OF COMMERCE, - CHICAGO 
RED LION COURT, FLEET ST., LONDON 














PROFUSELY 


ILLUSTRATED 
AND 
UP TO DATE IN 


ALL RESPECTS 








THE 

KIND 

THAT 
ADVERTISERS 

ENJOY 

ALL THE 

TIME 
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He is aWise Man 


Secure daily entrance into the some 
circle; make yourself known to it. 
You have something to sell; tell 
them of it and create a demand for 
your wares. This end can best be 


Coe 
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= WHO accomplished through the advertis- 
= ing columns of 
DOES THE 


THE DETROIT FREE PRESS, 


RIGHT a welcome daily visitor in the homes 
of many thousands of Detroit’s and 
THING Michigan’s best citizens, The oldest, 
largest and most influential paper 
in the State. Its popularity and 
efficacy are attested by its steady 
growth and the rapid increase of its 
advertising patronage. 


TT TT 
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NOW! Good crops, good prices 
and steady employment have put 
AT money into the pockets of the 
THE producers, which will find its 
way out through the channels of 
trade. Enterprising advertisers 
RIGHT wiil secure the most of it. Are 
TIME. you reaching out for your share? 
Write now for sample _ copies, 

rates, etc. 


THE DETROIT FREE PRESS, © 
DETROIT, MICH. 
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1320 Masonic Temple, Chicago. 


owe 
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Eastern Office: R. A. CRAIG, 41 Times Bidg., New York. & 
Western Office: J. E. VAN DOREN SPECIAL AGENCY, & 
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Pw ay ar Or ar ar 


Come to think - 
about it, 


Have you placed an order for advertis- 
ing during the coming year in THE 
CHICAGO WEEKLY DISPATCH ? 
Our special offer of five cents an agate 
line, on orders running for a period not 
longer than one year, will expire with 
the end of this year. After January ist 
next the regular rate of ten cents an 
agate line will be rigidly enforced on all 
new business. 

THE CHICAGO WEEKLY DIS- 
PATCH has a circulation larger than 
any other political weekly newspaper 
published in Illinois. Orders may be 
sent direct or through any responsible 
agency in the United States. 


THE CHICAGO DISPATCH, 
15 & 117 Fifth Ave., 


CHICAGO, ILL. 


C. E. SHERIN, 


American Tract Society Building, 


NEW YORK CITY, 
Eastern Representative. 
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STATEMENT OF CIRCULATION OF :: 

ah oe ee ee mm = id 
Messrs. GEO. P. ROWELL & CO., Publishers of Ameruan Newspaper Directory, 10 Spruce Street, New York bn 

Sins:—Thectual number of complete copies printed of this paper for one year from 18_Wto ‘8 _. have been as stated below. |. = 3 
Sa 2 
Jhansi " sama. REACT Buanao'c naan camabecac | Sscarrrucare 223 
January. ee 
I gy 8 
_ wy 8 
-, o9a 
a Bae 
-s— | £37 

: April, re] 
Mig +: 
4 er a 
5 es 
a = —83 
iS Ee 
a) fi Jaly.9 “s 5 
z ie Sas 
| be mea — | ee 
A See 
sae 

October. uw 
acs 
November. S55 
Ses 
if e 2 
2 Grand total of copies printed during the year, . = 2 

The grand ‘total when divided by............ which is the actual numbér of days of issue, ‘shows the average number of completa copies printed per issue to have been ks 
This is a correct report for one year, ending with ............ yesoos 18....,°and is made in good faith for the purpdse of being placed on file in the office of the Awenican Nuwsrarsn Dimorony and Bg 
securing an sccurste and exact circulation rating in the next issus of that Bigs, 
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COST OF ADVERTISING IN THE 
AMERICAN NEWSPAPER DIRECTORY 








Will be Issued March 1st. 


The American Newspaper Directory is published quarterly and appears in March, 
June, September and December. The price of the book is $5 for each quarterly issue or 
$20 a year. The books are delivered carriage paid to any point in North America. 





Publishers’ Announcements. 


A publisher’s announcement may havea place in the Directory in the column 
with and directly following the catalogue description of the paper, being set 
in type uniform with the letterpress, but preceded by the word advertisement. 
‘The charge for such an announcement is 50 cents a line for each issue or $2 a 
line for ayear. No announcement accepted for less than$1. An order amount- 
ing to $10 or more in any one issue of the Directory entitles the advertiser 
toa free copy of the Directory (price $5), delivered carriage paid. A free 
copy of one issue of the Directory will be sent in consideration of a yearly ad- 
vertisement amounting to $10 or more for the year, provided the advertise- 
ment is paid for in advance—not otherwise. 


Pictures of Buildings and Portraits. 


Small pictures of newspaper buildings, or portraits of publishers, not ex- 
ceeding an inch in length or breadth, may appear with the catalogue descrip- 
tion of a paper if desired. The charge for the insertion of these pictures is 
$10 a year and such an order carries with it a right to one free copy of the 
Directory (price $5), carriage paid, if the amount of the order is paid in 
advance—not otherwise. 


Displayed Advertisements. 


A quarter-page display advertisement may have a place in letterpress por- 
tion of the Directory in a position on the same page with or opposite the de- 
scription of the paper. ‘The price for this space and position is $25 for each 
issue or $100 for the four issues appearing in a year: and the yearly adver- 
tiser is entitled to a free copy of each of the four issues of the Directory (price 
$5 each), to be delivered to him carriage paid. Half pages and full pages are 
charged at the same rate. Half pages $50, full pages $100, for each issue. 


Discounts for Cash. 


Five per cent may be deducted from prices named if copy of advertise- 
ment and check in full settlement accompany the order. ‘Ten per cent may be 
deducted if payment in advance is sent for an entire year. 

Orders amounting to less than $10 can not be accepted unless paid for in 
advance, because the trouble, delay, expense of bookkeeping, making drafts, 
conducting correspondence, etc., are so frequently greater than the small 
amount of the charge warrants or compensates. 

Address orders to 


Publishers of the American Newspaper Directsry, 10 Spruce Street, New York. 


. 
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PRINTERS’ INK. 














| Have no.. 
Preference 


If I were choosing a business in 
which to make money, and which I 
wished to build up as rapidly as possi- 
ble, I would always prefer to have the 
medium class of trade in preference to 
the exclusive class.— Charles F. Jones, 
in PRINTERS’ INK. 





[@ mN my line of business I have-no classes, 
as I make no distinction. The small 
cross-roads printer is treated with as 
much alacrity' as the large city printer, and 
neither one of them can get an ounce of my ink 
unless they send the cash with the order. This 
is one point from which I have never varied, al- 
though I have filled over forty thousand (40,000) 
orders since I started nearly four years ago. 
My job inks are the finest ever produced by the 
art of man, and are sold in %-lb. cans at 25 cents 
a can, with the exception of Carmines, Bronze 
Reds and Fine Purples. For these I charge 50 
cents. a’ 4%-lb. can. My news ink is the best 
news ink in the world, and is sold in 25-lb. kegs 
at 6 cents a pound, in 100-lb. kegs at 5 cents a 
pound, and in 500-lb. barrels at 4 cents a pound. 
If my inks are not found as represented, I buy 
them back and pay all freight charges. 

Send for new catalogue, printed in five colors. 


Address 


PRINTERS INK JONSON, 
8 Spruce St. New York. 























FRINTERS’ INE. 








| Poster Display 


ON THE 


BROOKLYN “L” 


Is Simply Unapproachable-——— 








E Gla finest examples of Poster 
Art—constant changing and 
renewing of bills — keep the dis- 


play bright, attractive and re- 
membered, Ss vere re ee eee 








126 POSTERS 


$100 per month on yearly contracts 
for Posters 30 x 52 inches. e>+e>6> 
«99.9 HOW CAN YOU BEAT IT? 





GEORGE KISSAM & CO., 
35 Sands St., Brooklyn. 253 Broadway,. New York, 
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FAR WEST. 








San Francisco, 
San Francisco, 
San Francisco, 
Los Angeles, 
Sacramento, 
Sacramento, 
San Jose, 
Oakland, 
Portland, 


Seattle, 
Seattle, 
Spokane, 
Anaconda, 
Butte, 
Helena, 
Denver, 
Denver, 
Denver, 
Denver, 
Salt Lake City, 


California, 
California, 
California, 
California, 
California, 
California, 
California, 
California, 
Oregon, 
Washington, 
Washington, 
Washington, 
Montana, 
Montana, 
Montana, 
Colorado, 
Colorado, 
Colorado, 
Colorado, 
Utah, 

Utah, 





Salt Lake City, 


Examiner 
Chronicle 
Call 


Record-Union 
Mercury 
Tribune 


Oregonian 
Post-Intelligencer 
Times 
Spokesman-Review 
Standard 

Miner 

Independent 

Rocky Mountain News 
Republican 

Post 

Times 

Tribune 

Deseret News 


The man who would advertise to reach the people of the 
Far West will get more for his money if he will spend it all with 
these papers than he will by dividing it up, giving these a portion 
and another portion to other papers. The advertiser can never 


reach everybody. 


He should content himself by addressing the 


most people he can of the best sort for the money he has at com- 
mand. There are other good papers in the Far West besides 
those here named, but those mentioned above are the best. 


OBL ™nmmorw" 0 0800 0 O00 Oe esr es eaeesn es* rere 
This is not a paid advertisement, but represents the opinion of the editor of Prorrers’ Inx. 











